


{OT 0) MP-Tilem) 51 0) 2 March 1, 1961 


ECORDER 


ARE BRANDS 
LOSING OUT 
TO PRIVATE 
LABELS? 


Are We Being Pumped to Death? 

Heels for Men—Higher . . . Shaped 
Tapered Toes—Good or Bad for Kids? 
Build a Strong Store Image 

Breaking the Billion Pair Barrier 
Accessories Can Be 20% of Your Business 


Molded Footwear Processes 


> HOW THE TOP 80 SHOE MANUFACTURERS RATED IN ‘60 





And the highest-powered 
P-F and Sun-Steps’ promotion 
you've ever seen! 





_ LOCAL TV PERSONALITIES 


7 a 
> | Tai 


LIFE, LOOK, national and local TV 
generate sales all season long! 


For you and your customers, B.F.Goodrich 
and Hood footwear stage their all-time great- 
est shoe show! One after another—full-color, 
full-page and two-page advertisements in 
mighty LIFE and LOOK. Full-minute com- 
mercials on top-rated national TV programs 
too, and on local programs! Be ready. They'll 
push the business in your doors if you have 
the P-F’s and Sun-steps in your windows! 

See the exciting 1961 P-F’s and Sun-steps 
and get an idea of why they’re top drawing 
cards in the canvas and casual boom. Good 
for sales to kids, teens, adults! Order from 
B.F.Goodrich and Hood footwear now 
before the big excitement starts! 


B.EGoodrich 


Sales-Fashioned Footwear 


TO ORDER: Contact our nearest branch, or write—B.F.Goodrich or Hood Footwear, Watertown 72, Mass. 











LOOK WHAT’S GOING TO BE REALLY SIZZLING THIS SUMMER! 





New 
high-fashion 
canvas from 
B.F.Goodrich 
and Hood... 


Daring new P-F Taper-Toe 
makes real sales dynamite! 


Brings the chic Italian look to cool, 
comfortable canvas. It’s the new queen 
of the line—P-F Taper-Toe by B.F. 
Goodrich and Hood footwear. 

Completely washable and offered in 
a rainbow of summer colors, both adult 
and junior sizes. Nylon and corduroy 
models too—all with P-F’s famous 
Posture Foundation comfort wedge, 
of course. 


Its debut? Beautiful full-color, full- 
page advertising in LOOK this spring. 
Order now from B.F.Goodrich and 
Hood footwear—new high-fashion P-F 
Taper-Toe! 








stand up 


The ESQUIRE 


Model 5367-6 
4-tye Tie, 
Moccasin Toe Biucher 
in Black or 
Jove Brown 


The FASHION 
Mode! 4021.1 
Pin. Tuk Moccasin Toe 
flastcited Top 

mn Block 


The FASHION 


Silk Label! Series 
Modei 273-1 
Pin-Tuk Moccasin Toe 
Bal in Burnished 
Brown or Black 
imported Calfskin 


® They stand up and they stand out that’s the 
PORTAGE promise to men everywhere, expressed in 
dominant space, through the popular pages of 


ESQUIRE Magazine, TIME, and TRUE 


Dependable comfort and self-confident style are 
the keynotes in the chorus of our national advertising 
campaign for Spring. PORTAGE and PORTO-PED 
are providing appealing tie-in materials, to help you 
strike the same selling notes in your windows, on vour 


counters, in your local newspaper advertising, and 


(, Antu through vour direct mailings. 


With this kind of support, PORTAGE and 
PORTO-PED Dealers will sell more, at lower cost 


to -e and higher profit, all through the Spring and Summer 
r ce stvle season. Write for complete information 
p F) At retail from $11.95 to $23.95 
ffir Cheokion Foes it 


PORTAGE SHOE MFG. CO., MILWAUKEE 1, WISCONSIN 
A Division of Weyenberg Shoe Mfg. Co. 
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7 . Success Story: 


] 


FREEMAN recognizes the truth and the potential 


in the adage Nothing Succeeds Like Success. 





So Freeman creates the styles successful men 
approve and buy. And what they buy, others buy. 
Everybody wants the shoes men associate with 
success and successful men. That’s the dynamic 
style and sales idea behind Freeman's KEY MODERNS, 
the line that can mean success for you this spring 
and summer. Write now for the complete story on 


KEY MODERNS and the entire Freeman line. 


BEAR FACTS! Interested in a Freeman Franchise? 
Want to talk business? Write Freeman Shoe 
Corp. for full information. We'll present 

this polar bear figurine (12° high) 

as a friendly bonus to new dealers 


alwa ys wear 
an appropriate pair 


... Freeman 


, [cL | FREEMAN SHOE CORP. BELOIT, WISCONSIN 


America’s Largest Exclusive Makers of Men's Fine Shoes 


A 
» . 
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Breaking the billion pair barrier 


Accessories can be 20% of your business 


What’s in a shoe and how to sell it: 
molded footwear processes... 


Departments .. . 


Estelle Anderson 
Gervase Butler 

Dates to remember 
Deaths 

Editorial 

Geraldine Epp 

Inside shoe business 
Leather ° allied news 
The last word 

London report 
Manufacturing markets 
Manufacturing news .. 
New products 


Coming March 15... 


Eve Panay 

Pattern portrait 
Personnel 

Profile 
Publisher's column 
Retail markets 
Retail news 
Salesmen on the road 
Shoe people 

Shoe school 

Trade trends 

Voices from the trade 
Washington alert 
Worth writing for 


Is style piracy strangling high fashion creators? 


Some high fashion designers, manufacturers and retailers 
consider "piracy" a menace while others see it as a stimulus. 


How does it affect you? 





takes 
OrGMET, 


When lollypops won’t last— 

When twelve is old, twenty is ancient, 
and a dollar buys the world— 
growing 1s serious business 

and “Short in front’’ is for barbers 

but never, never for shoes. 

657 /CHILDREN'S SHOES That’s why Blue Star dealers 
stock—same day service ‘ , find one sale leads to another 


with the fit of these fine shoes for 


children...designed with an eye to 


BLUE STAR SHOES, INC. MANUFACTURERS, 


5 FRANKLIN ST., LAWRENCE, MASS, 





WASHINGTON ALERT ., cscs exces 


NATIONAL NEWS WITH AN EMPHASIS ON SHOES 


Voluntary import quotas possible 

of footwear 
Such 
would be entirely voluntary on the 
part of foreign producing nations. 
Despite the obvious weaknesses of 


Quotas on imports 


may be in the offing. quotas 


such a law, it’s probably the strong- 
est that can be wrung from the pres- 
ent Congress, which leans toward 
free trade 

like 
but 


might sign such a bill into law if the 


President Kennedy doesn’t 


quotas——voluntary or otherwise 
import problem becomes a great deal 
Senator Muskie (Maine Dem- 
ocrat ) told the National Shoe 
Manufacturers Association he'll sup- 
port a_ bill for 
quotas, and others are expected to 


follow his lead. 


worse 
has 


calling voluntary 


Shoemen present import facts 
Washington visitors: Harold Gess- 
Warren D. Rear- 
Daniel Green Co.), and Iver M. 
NSMA), to see what can be 
Government 
im- 


ner (Oomphies), 
don 

Olson 
about imports. 
they 
pressed by the able arguments made 
for relief, but admit they made no 
commitment to help. If import situ- 
ation worsens, as shoemen predict, 


done 


men say were favorably 


government will reluctantly ask for- 
eign producers to limit their ship- 
ments. Meanwhile, level-headed pre- 
sentations of facts and figures help 


build the industry's case for relief. 


Profit from tax-free trusts 

Congress may take a close look at 
and funds to 
see if they are being used illegally 
for profit. 

Rep. Howard W. Robison (New 
York Republican) has asked for such 
an investigation, citing the recent 
attempt of Albert A. List, president 
of Glen Alden Corp., to buy Endicott 
Johnson. Mr. Robison says he ques- 
tions whether or not a tax-free char- 
itable trust may be used for gain. 

Mr. List failed to gain a desired 
degree of control of E-J, and aban- 
doned the attempt. But the question 
of how far tax-free institutions may 


tax-free foundations 
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go in buying and selling for profit 
needs some clearing up, in Mr. Robi- 
son's opinion. He hopes to persuade 
the Ways Means 
Committee to take up such a study 
this year. 

Mr. Robison comes 
N. Y., home of E-J. 


taxwriting and 


from Owego, 


Depressed areas, cause and cure 
Question of import competition 
may prove a key stumbling block for 
President Kennedy's depressed areas 
program. The Douglas bill 
(S. 1), favored by Kennedy, calls 
for aid priority in manufacturing 
areas hit by low-priced import com- 
petition. 
in Congress insist on higher tariffs 
rather than tax 
revenue outlays to ease the problem. 
Meanwhile, the recent foreign trade 
report of the Senate Commerce Com- 
tariff 
and favored 
newed export expansion program. 


aid 


Protectionist trade forces 


and trade quotas 


mittee discounted increases 


quotas, instead a re- 


New welfare benefits worry congress 

Congress frets over Kennedy's de- 
mands for new welfare benefits. The 
enormous. For example: 
2,800,000,000 a year in 
to be paid by 
will be 


cost is 
About 

higher payroli taxes 
employers and employees 
needed to pay for the benefit pro- 
gram. What's in the program: Hos- 
pitalization and nursing for 
ages 65 and over; bigger social se- 
curity checks for widows, extension 
of jobless pay for those who have 
up their unemployment com- 
pensation. 


care 


used 


The minimum wage bill 

Kennedy’s demands for a steady 
upward push in minimum wages are 
meeting a warm welcome in both the 
Senate and House labor committees. 
Opponents are readying strong argu- 
ments, however, to fire when the bill 
reaches the debate stage. 

With both parties clearly 
mitted to higher wages, there is little 
doubt that some kind of new wage- 
floor bill can be passed this year, al- 


com- 


though there is inside talk of wait- 
ing until 1962—an election year—to 
write the higher rates into law. 
What it the 
proposal becomes law: All 
million a year or 


means, if Kennedy 
retailers 
grossing $1 more 
start paying not less than $1.15 per 
hour the first vear, $1.20 the second, 
and $1.25 thereafter. 
now covered get not less than $1 per 


Employees not 


hour to start, $1.05 the second year, 
$1.15 the third, and $1.25 thereafter. 
In addition, all retail wages become 
matter of federal control, with much 
paperwork and the 
for failing to keep the records de- 
manded by Washington. 


isual penalties 


Retail shoe price index up 

Small price advances during De- 
cember in many areas pushed the 
government’s retail shoe price index 
The Bureau of 
Labor Statistics says the rise is not 
attributable to factor, but 
rather to a whole small 
price increases, applying to all kinds 
of footwear and in many areas. 


up by 0.3 per cent. 
any one 
series of 


The December footwear factor in 
the BLS consumer price index thus 
stands at 140.7, as compared with 
140.3 in November. The per cent 
change is thus 0.3 per cent for De- 
cember as compared with November; 
0.4 per cent as compared with Sep- 
tember, 1960; 0.7 per cent as com- 
pared with December, 1959, and 
179.7 per compared with 
1939. (In index, 1947-49 
equals 100.) 

Overall, the prices of consumer 
goods and services rose by 0.1 per 
cent between November and Decem- 
BLS describes the advance as 
“a moderate but generally steady up- 
ward movement.” 


cent as 


the BLS 


ber. 


Robert J. Myers, the deputy com- 
missioner of BLS, admits the gen- 
eral upward trend is continuing. He 
expects a $10 bill to buy 10 to 20 
cents less in goods and services by 
the end of 1961. There is no reason 
to believe the price level will stop 
rising this year, he states. 





“T see a Big Spring if I 
-then 








get my basics in early 
size up every night” 


“The crystal ball tells me that if I stock my basics in 
depth, peak them by March 1, and from then on size up 
daily, my Spring momentum can carry me through 1961. 

“What I'm after is a better ratio of sales to inventory. 
There is a great difference between inventory control 
and inventory reduction. Inventory control is good and 
fringes should be held down, but don’t miss sizes on 
good selling shoes. To get the profit-making ratio of 
sales to inventory I've got to get sales, and there’s 
never been an Easter I couldn't have made bigger by 
peaking my basics ahead of my sales 


“You folks know I’m not a figure man. But I do know 
that one plus one equals two, And that’s enough math- 
ematics for me to understand the audited figures that 
my good friend, Bill Pilat, of the Russell Allen sales 
good store to peak its 
] 
i 


stock one month ahead of its regular sales peak. Here’s 


analysts, delivered after he got a 


‘ 

what happened in one season- 
Ist month 9.37 up 
2nd month 29.2 p 
3rd month 27.6% up 
ith month 23.3% up 
5th month 8.5% up 
6th month 10.5% up 

‘That's why I'm all out for Brown Shoe’s Operation 
Big Spring 


"The customers will be in for Easter. And not one of 


p 
“ : , : 
SPRING-~« them will be asking for a turnover. They'll be asking 
8s for their sizes.” Noe 1 NG ‘0 


OPERATION SIZE UP BEFORE 
BIG SPRING YOU LOCK UP 


BROWN SHOE COMPANY'S 

MAIL ORDER SERVICE 

FOR THE BIG-SELLING 
SPRING MONTHS 











St. Louis, Missouri Makers of Aim Step + Buster Brown + Galaxies 


N ») Y y Glamour Debs «+ Life Stride + Miss America + Naturalizer + Official 
A i i Boy Scout Shoes + Official Girl Scout Shoes + Pedwin + Propr-Bilt 
x Risqué + Robin Hood + Robinette + Roblee + Smartaire 
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HEELS FOR 
SHOES ON THE 
WAY UP 


Whether you're fashion first or wait-and-see 
cautious, be a style leader with 

High-Bilt heels for your High Riser Shoes 
High-Bilt heels in handsome masculine 
shapes inspire an endless variety of men's 
shoe designs . . . for more shoe sales. 

See your heel supplier for High Rising heels. 


BRIDGEWATER, MASSACHUSETTS 
First in Footwear Fibre 


GOOD SHOES GO WITH JENKINS 
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DATES SPEAKING OF DATES 








MAJOR MARKETS . 


Advance Fall Shoe Market Week, 
) and Leather Assn 
nd Sheraton Plaza, 


Market of America, St 
nufacturers Assn., porstoany St ero 
stler Hilton r 
+ Mer hand se M art, ° Louis 
Aor 
Popular Price Shoe Show of America, New 
ngiand Shoe and Leather Asir fn N 
hong Asse ‘ Sh oe enarn St re 
ton At yn? | 3 New Yor 
Tork 
Allied Shoe Products Show, 
942, New York Trade Show Bidg 





Shoe Fabric Show, Spring-Summer 1962 
tional Shoe Fobric Assn., Hotel New Y 
New York 

Leather Show 

- 
New ’ 
Noti onal Shoe Fair, N 
a 


. AND KEEP IN 
Designers Shoe Gulid 


ngs, members’ thowr 


All-Directors Congress 
lecturers As i 
sim Geach } 
Directors’ Conference. N 
Ass ny Mote } 
Tanners’ Council of America 
Rator » 8 r 
Pacific Northwest Shoe Travelers Inc 
f New W 
*ewor! ‘ seattle 


Indiena Shoe eaten Assn., Inc 











Designers 


Factory Mor agement ‘Institute tion Sho 
iv) Nethe baile 
North Americon Foectory Management Con ae 
ference '\ Shoe M ycture a — 
4 ws fur Acar . ; 
Nethe Hote ncinnat 20.2 
Michigon Beas ty mee Fair, Micha e 
Ausn , 


Sherator 


Northwest Sh Travelers, inc. 1 Shoe 
greet See, fearless Fil Sat | WILL BE THERE! 
West Coast Shoe Travelers Amociates . : 
tee ol Bm ep a 2g, ... PRE-SELLING, for Clinic dealers every- 
Ohio Shoe Travelers Club - y 
De or M4 ‘ hits ‘ . . “7 
: where, America’s Number One Uniform Shoe . 
Mountain Stotes Shoe Travelers Assn 
Shae Marke? Alt tel Deny ° ° . 
April 30-Moy 3 P worn and recommended by a great majority of 
Southeastern Shoe Travelers, Inc. F hoe ¢ . 7 
Seat. aad Biitier Dian Feels Registered Nurses! Visitors at the Clinic booth 
At ’ ‘ Apri! 30.May 
New York Boot ond Shoe Trovelers Assn ° . ° ° . ° ; 
Market Week, members’ shows will receive a complimentary pair of white shoe- 
‘ ' Ar Su 
Southwestern Sh Travel A Inc ‘ aCe . . . * . 
“Fel, Ad ehus, Boker totle laces and the NAMES OF CLINIC DEALERS 
[ den 
lowa Shoe Vr ravelers “Asn F . w 5 e'% 
Ft. Des M es Moine 0 in their communities. 
Boston Shoe Travelon’ Assn Fall Shoe § 
. 


ther ston 


Hilton Hote 


be id Cont nent “Shoe Yrevelers oon 


- “Hepes hy pa NRE 
Mi Slee Shoe Travelers Club. Fol! S Fair ; THE es 20) S\I ART STY LES 
Mote Stet Hilton ond Sherotor 4 


Det ‘ 


' May |! -wITC . 
Accounting ond Office Management Clinic a SIZES 316-1 2, AAA A-E 
Eset , e Mar ‘ a 
a ® ot Mete New Y kt Ma 9 7" . " . a 
Reonmioael o Shoe Trevelery Assn Inc Fo4 a | \-S l ( TI ‘K SER\ I¢ ‘E 


at gt SHOE @ TO RETAIL AT 8.95 TO 12.95 
Nat ¢ e Maautacturar A ¢ 


New York June. 18.2 fpr Young Woman in. What 
FOREIGN... 


Italian National agg + Fashion Show 
vw 








Podesta. 8 » te 


Shoe. Leather ond Machinery Exhibition. Pr THE CLINIC SHOEMAKERS, Division of 


British, Upper Leather Fair, $4 Ermin's Hotel, THE JUVENILE SHOE CORPORATION OF AMERICA 
Footwear Components SGshibition Was t AURORA, MISSOURI 
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Combine Breast Flap Laying 


With Quality Sole Attaching... 
2 


Production and economic advantages through 
combined operations 


@ Proven top quality sole attaching 

@ Simple reliable flap laying mechanism 
e@ Fast, easy shoe handling 

@ Readily adjustable for heel height 


Quickly changed for conventional sole attach 
ing without removing pad boxes 


Let us demonstrate the Mpited, Cement Sole & 
Breast Flap Attaching Machine in your factory. 


Call your nearest United Office to arrange for a trial. 


UNI TED SHOE MACHINERY CORPORATION 
BOSTON, MASSBACHUSETTS 
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BAHAMA 4M1624 


New PLAYSOL 


$24 § 


SUNFISH 3M2733 


New PLAYSOLE Men's sizes $2 
(Boys sizes $18.0 


hopsockir 





19TH HOLE 3M2731 


oOe th ter 
pp . 


BE 


¢ 


ACHCOMBER 3M2732 — + 


flexible PL 


3 
$ « 4 
>< 3 


sizes. $18.00 


BOTTOMS.-UP 3M2748 
ned slipper with terry upper 
¢ plug, Softee rubt 

tdoor sole Mens 
90 /doz 
loys sizes. $18. 0C 
$16 50/doz } 


BY RIPON 


Hopsacking 1s big news in the fabric story RIPON is telling for Spring 61 but it’s only part of the story. See also: 
Other machine-washable fabrics, cool new colors and really original styling. Plus a revolutionary sole that can't wash 
off, is almost impossible to wear out! Sell the slipper that sells the most see your RIPON salesman for details 





a 


Other Ripon FUNTIME FOOTWEAR styles FREE! Fiver SHOWING THE ENTIRE FUNTIME 

include boots, half-boots, flats, fold-ups, FOOTWEAR UNE FOR SPRING °6! 

slipperettes and scuffs; styles for men, fn ee 

women and children. Please send me free Ripon FLYER of Spring 1961 FUNTIME FOOTWEAR styles 
NAME SSS — _ - 
FIRM NAME 


2; por funtime footwear apoaess 


RIPON, WISCONSIN one 
IN CANADA, LYONS OF LONDON LIMITED; LONDON, ONT. 
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THE QUALITY LEATHER 


#541 


Aad ID Coun 





Ohio's original... 
the successful brown... 


true and clear in tone 


LEATHER CO. GIRARD, COHIO 
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Clin Ceyge Shoes 


LIGHTWEIGHT SUMMER FASHIONS 
IN THE EDWIN CLAPP MANNER! 


Edwin Clapp does it again . . . combines dashing 
Continental styling with unequalled American 
craftsmanship. These new cooler ventilated 
styles set the pace this season. The 

Flex-R-Top slip-on is very new, very popular, 
very promotable. The three-eye tie 

features perforated insert. 

They're the kind of shoes 

you'll wear yourself! 


The Slip-On 
That Stays On!” 


Imported black or 
brown calf with 
Flex-R-Top and 
white perforated 
panel 


r 
~—. 


ill: 


EDWIN CLAPP & SON, INC., East Weymouth, Mass. 


Also manufacturers of famous ANAS and auntlets 
Your Foojpruid in Leather” 


Imported black or 
brown calf, 
Florentine insert. 














AMERICA’S 
ORIGINAL CELLULAR SOLE 


and the only one nationally advertised 


movil Sufi Diol 


not on all shoes. . . just the best ones 


| AVON 


| SOLE COMPANY 
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Medwed Footwear, Inc., has 13 Model D machines, producing increased volume of casuals, flatties and sport shoes 


“Better than Possible Performance” 








MODEL D FEATURES 


@ Rotary type shuttle. 

@ 50% greater bobbin capacity, fewer 
bobbin changes. You can wind your 
own bobbins and use less expensive 
thread — and less of it. 

@ You get a perfect, uniform stitch 
every time, regardiess of variations in 


work thickness... every seam is tight, 


and there’s no empty last 
needie hole... 


@ Smooth and effortiess treadie action. 
@ Automatic thread cutting. 








.--with the G/C Sole Stitching Machine Model D 

Medwed Footwear, Inc., of Skowhegan, Me., recently returned 
1 of 14 Model D Sole Stitching Machines ordered to replace 
earlier models. Why? Because in less than six months they proved 
that 13 Model D’s could produce what careful forecasts said 
would require 14 machines. 

“That’s 7% better than we thought possible,”’ says Stanley B 
Cohen, Vice-President of Medwed. ‘The Model D's are much 
faster and big bobbins give us longer runs plus a bonus 
in less thread waste.”’ 

For fast, uniform off-the-last sole stitching, the Model D is the 
ultimate in performance. Check the features listed, and see why 
Medwed, like manufacturers everywhere, choose the USMC 
Sole Stitching Machine Model D to step-up both 
performance and profits. 

Your United representative can show you how you can improve 
production performance with the USMC Sole Stitching 


Machine Model D. 
aAdpited., 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 





WHAT MAKES THE “NEWS” 


(that helps your business grow) 


SUBURBAN 


BOOTS 


Wide range of styles for wom- New low prices on several Place your order now .. . pay You get delivery when you 
en, men, children and infants styles! (For example — #9917 November |! Best possible want it from Dunham's! Open- 
from basic to new needle toes. is now only $4.75). There's terms for well-rated accounts ing of Mid-West warehouse 
One source for everything you room for full profit when you on volume orders. Our credit assures in-stock delivery to 
need in warm-lined boots! deal with Dunham's. staff is sales-minded! more states than ever before. 


* QUALITY 
NEMS 2. EC 
SINCE 1885 


Chicago Sales Office: 189 W. Madison St. 


Mid-West Warehouse 710 W Jackson Blvd. Chicago 6 MOIS (Openng soon) 








BRATTLEBORO, VERMONT 





It’s the heart of the hide! Nothing like it ever before! 
Everything about it is better! Pre-trimming to 
the choice “Core” permits refined tanning and finishing 


techniques to develop its ideal quality potential. 
e Automatic upgrading with no inferior cuts. 
¢ Uniformity of size, weight and quality. 
© Foolproof cutting. 
Even newest colors delivered promptly. 
Ample raw supply and standardized finished 
product stabilize costs. 


SURPASS 


LEATHER COMPANY 
Philadelphia 


Write for details and sample it today. 
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f LI Ri B From one extreme to the other in Goodyear Welt misses’ 


fashion footwear to cowboy boots PLIRIB insole rib material provides the key to 
better shoes. Why? Because PLIRIB makes it easy to get in close for improved inseaming 
and tighter edges, provides better lasting conditions, eliminates the need for all-over 
reinforcing! It’s one more way smart shoe manufacturers are building extra sales appeal 
and quality into medium and high-priced shoes . . . and doing it at a profit! 

PLIRIB insole material does more than improve the appearance of your shoes. It 
makes your profit figures look better, too. Combined with the USMC Sole Cement 
Applying Machine and the Goodyear Insole Rib Attaching Machine, Model B, PLIRIB 
material gives you a complete insole system that results in faster, more economical pro- 
duction of quality footwear. 

PLIRIB insole rib material is produced in both single and double strength types by 
B. B. Chemical Co. and is distributed by United Shoe Machinery Corporation. Your 
UNITED representative will welcome the oppor- 


tunity to demonstrate on your own insole 

blanks — how you'll benefit with PLIRIB material. 

United Shoe Machinery Corporation, 140 Federal ® 
Street, Boston, Massachusetts. PLI Ri B 


UNITED SHOE MACHINERY CORPORATION « BOSTON, MASSACHUSETTS 





This Spring 
Be sure to stock 


Weejuns in 
GREEN 


For men and women 


Bass Weejuns 


are natural as hand 


W their foahions kere) Cobos, tag 


This advertisement appears in 
the March issue of GLAMOUR, 
and in SEVENTEEN /or April, 1961. 


Capitalize on the furor 

for green. 
Stock taper-toe Bass Weejuns, 
your customers’ 

favorite footwear, 

in Fashion's favored color 

as wellas 
basic black and brown. 


ORIGINATORS OF WEEJUNS* 


"TM. Reg. 


G. H. BASS & CO., Dept. BS3, WILTON, ME 
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614 Marbridge Bidg., NYC 1, N.Y. 


The complete line of fs that 3 =) refer and R 
oe 
iae@is proud that everyday more 


bf , 
and more {* *)s are recommending 


Junior Arch Preserver fs to meet 
ies . ¢ 


their patients’ Rs. There is no } o| 


why these shoes are recommended, 4 


idejiem not only offers top quality 


and fit, but combines this with style 


and a complete line to meet every need. 


Beside @zig0iem's Regular Construction 


fé. there's the Junior Arch Pre- 


server WedgeTred > 4 additional 
cS 


support and soniamgesianee e ec e Long 


Counter Thomas Heel | AZ) 4 mila 


pronation. .. Inflare Last my 


extreme pronation. . mild Outflare 


Ak | 
Last jgiagi 4 mild pigeon toe... 
( it ) eyey 


Outflare Last ai 4 extreme varus 
L\ L) 


- e otraight Last ss and also with 


5) 
RZ and @. varied R needs... 


hifi 
Surgical Boot Gi) 4 braces... Pre- 


Walkers # | I Js congenital 
4 { | 
» al 


disorders. As U can 4 
(2. 
makes a shoe to fill every (ay'S R 


Shuton 
ARCH PRESERVER 
S004 by 


MEDIC 


requirements. 


For more details 
plus free booklet 
on prescription fitting 
write today to 


MEDIC 


SHOE MANUFACTURERS, Inc. 
1212 WOOD ST. 
PHILADELPHIA 7, PA. 





The Biggest News in Shoes Since 1896! 


PVC 


Shoe Bottoms by O'Sullivan 





Give Shoes Greatest “Customer Appeal” in Years 





Polyviny! Chloride (PVC) Shoe Bottoms Material by O'Sullivan 
is the biggest shoe news in years because— 


Manufacturers can make shoes with O’Sullivan PVC VYNSOLES 
and HEELS on conventional equipment now used in norma! manu- 
facturing—nailing, stitching, trimming and finishing. 
Manufacturers can offer these good shoes at comparable prices, be- 
cause PVC by O'Sullivan is priced competitively with other good 
quality shoe bottoms. 


Your Customers Will Be Demanding Shoes Made with O'Sullivan 
PVC because— 


O’Sullivan has proven that PVC VYNSOLES and HEELS will 
OUTWEAR ANYTHING heretofore known in the shoe industry. 
This fact plus greater lightness and flexibility makes O'Sullivan PVC 
Vynsoles and Heels a “‘must.” 

FOR THE FIRST TIME, O'Sullivan makes it possible for shoes 
with PVC bottoms to be repaired by shoe repairmen using conven- 
tional equipment; soles and heels can be replaced with O'Sullivan 
PVC or any conventional material. 


O'Sullivan experience since 1896 in compounding the finest rubber shoe bottoms .. . combined with 
our long, successful experience in the plastics industry - - - makes this dramatic news possible 


America’s No. 1 Quality Supplier to the Shoe Industry ... Since 1896 


To the Retailer: & 


Ask your supplier or 
shoe manufacturer 
when YOU can expect 
to receive shoes with 
PVC bottoms by ; aa 
O'Sullivan — the big: RUBBER CORPORATION, Winchester, Virginia 
gest news in shoes 

since 1896. Where Research Makes Today Seem Like Tomorrow 
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EDITORIAL 


by JOHN REILLY 


A statement of policy... 


The shoe industry in all its branches is undergoing 
significant changes. During the past ten years its 
pace has been greatly accelerated and its structure 
The 
and forces which have brought about these changes 
will expand and will become stronger in the decade 
ahead. 

The industry 
tunity, but it will also be one of intensifying compe- 
tition. important 
mand a new pattern of editorial services, BOOT AND 
SHOE RECORDER has been completely redesigned. You 
will see, as you read this issue, that its content and 
format are paced to the stepped-up tempo of the 
industry and to the pattern of demands of a new era. 

Accordingly a statement of policy is appropriate at 
this time. BOOT AND SHOE RECORDER will continue to 
function with complete independence, influenced and 
interests of its 
It will be edited with ini- 


and character have altered sharply. influences 


is entering an era of great oppor- 


Because these developments de- 


guided solely by serving the best 
readers and the industry. 
tiative and authority 

Its primary function is clearly spelled out on its 
It will be The Merchandising Guide of 
And 


masthead. 
the Industry 
vital function 


in the era ahead this will be a 


Fresh merchandising ideas 

The challenge which the industry faces is not its 
It is one of increasing 
the consumption of shoes. The size, character and 
vigor of the industry by the 
vitality, freshness and efficiency of its merchandising 
ideas and practices. It will be the RECORDER’s func- 
tion to supply these fresh merchandising ideas and 
the leadership essential to their productive imple- 
mentation. 

The RECORDER will continue to be directed primarily 
to the retailer, because through him all the merchan- 
dise the industry produces moves to the consumer. 
tut the RECORDER is exnanding its services to shoe 
manufacturers and the allied trades. The industry is 
constantly becoming more closely integrated and all 
of its branches have one increasing and common 
purpose: to sell more shoes to more consumers. 

A recognition by one branch of the industry of the 
problems of the others is the first step toward the 
solution of those problems. The RECORDER is dedi- 
cated to bringing about this recognition. 


ability to produce efficiently. 


will be determined 
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The new RECORDER serves the retailer by bringing 
him advance and authentic information on all aspects 
of footwear fashions. It serves as a “How-to” guide 
in buying, selling, store operations, display, fitting 
and promotion. It is an authentic guide in retail 
marketing practices, consumer buying and competi- 
tive movements. Its news coverage is a careful ap- 
praisal in depth as well as breadth of material. It 
presents manufacturing methods and product 
developments, and interprets their meaning and im- 
portance at the retail and consumer levels. 
the 
significant direction of 


new 


advance, the 
distribution, 


For manufacturer it charts, in 
fashion, retail 
consumer buying movements, new products compo- 


nents and equipment. 


Market guidance 
the 


used 


producers of shoe components and ser- 
in shoe manufacturing, it is a reliable 
It analyzes and reports 
on all developments in shoe manufacturing and re- 
tailing that the character, and 
pulse of the markets which consume their products. 


For 
\ ices 
source of market guidance. 
influence direction 

In the highly competitive era we face, there will 
be great need for direction and leadership. BOOT AND 
SHOE RECORDER is dedicated to the purpose of pro- 
viding both. This purpose requires a staff of special- 
ists in their particular areas of shoe business. The 
RECORDER has assembled a strong staff of authorities 
in all the major phases of the industry: men’s, wo- 
men’s, children’s and teenage fashions, tech- 
nology, foot health, shoe fitting, merchandising and 
marketing. 

They do not “shoot from the hip,” but carefully 
probe, investigate and research. The material they 
bring you is analytical and is covered in depth. It 
spots important trends, evaluates and appraises, thus 
assuring that you receive all the important informa- 
tion of your industry in crisp, concise form for fast 
And this broader coverage of the 


shoe 


and easy reading. 
industry will be marked by editorial integrity which 
is the established hallmark of BOOT AND SHOE RE- 
CORDER. 
The 
will appreciate an expression of your appraisal of 
this first issue of the new BOOT AND SHOE RECORDER. 
Let us hear from you. 


editors of this, your merchandising guide, 





look to CONVERSE for summer’s top sellers 


Converse aa 


4 Af | g tAkhe Write or phone today for 
ae additional information or 


OoOtweai ME TERE am 


CONVERSE RUBBER COMPANY - MALDEN 48, MASSACHUSETTS 
Chicago Branch: 2000 Mannheim Road, Melrose Park, Ill. « 100 Freeway Blod., So. San Francisco « 241 Church St., New York 13, N.Y. 
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A new decade...a new Recorder 


As we enter a new decade of intensified change and development, the 
Recorder meets the challenge with a new program and a new direction. 


by E. B. TERHUNE, Publisher 


You're now reading a brand new 
RECORDER. It's a RECORDER of star- 
tling change beginning with the 
front cover and introducing an ex- 
citing parade of major innovations 
throughout It's 
haps the biggest change in editorial 
format and 


the magazine. per- 
made in 
the 79-year history of this publica- 
tion. 


content ever 


Such great change didn't happen 
on impulse, Nor was it change merely 
for the sake of change. There are 
significant why behind the 
look It’s 
important that our readers, the in- 
dustry as a 


Treagonea 


new and new direction. 


whole, know these 


“reasons why.” And here, concisely, 
are these reasons. 

We believe this industry has been 
undergoing 
undergo 
that 
now entirely 


and will continue to 


such tremendous altera- 
entire character is 
different than it 


a mere decade or two ago. We see 


tions its 


was 


great shifts taking place in its in- 
its 
practices, its methods of making and 
selling shoes, its customers, its pat- 


ternal structure, its products, 


terns of competition, its technology, 
its merchandising. 


A new road map needed 

And we foresee the Decade of the 
Sixties bringing on the most exten- 
sive pace of change in the industry's 
This call for a new 
map, directions for shoe 
business. And the key to it all: fresh 
approaches to shoe merchandising. 
We enter an era of competitive drive 
that will tax the merchandising in- 
genuity of every shoe manufacturer 
and merchant to earn the lush re- 
wards the 
this new decade of potential abun- 
dance. 


history. will 


road new 


awaiting successful in 


It will be a decade of dominance 
for Selling and Merchandising. The 
pace of our technology has outstrip- 
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ped that of our selling; supply has 
outrun demand. The challenge: to 
bring demand and supply in better 
balance. Improved selling and mer- 
chandising are the answers. 

It will be a decade of Increased 
Shoe Consumption. But the rate of 
this increased consumption will fall 
short of its potentials 
unless we as an industry spur its 
movement with more effective selling 
and merchandising. 

It will be a decade of New Con- 
sumer Patterns of Living. This will 
alter the ways and places in which 


enormous 


people live—the clothes (and shoes 

they wear, their buying habits. This 
will greatly influence the number 
and kinds of shoes they buy, for 
what purposes and motivations. Our 
selling and merchandising methods 
will do much to steer these consumer 
courses in the decade ahead. 


New patterns of distribution 

It will be a decade of New Patterns 
of Shoe Distribution. The Fifties 
brought important shifts in shoe 
distribution the shopping center, 
highway store, self-service and self- 
the store, night 
shopping, etc. The Sixties will see 
these developments expand and 
will bring the entry 
of even newer and more spectacular 
methods of distribution. And 
it will require adaptations to new 
patterns of selling and merchan- 
dising. 

It will be a decade of Productive 
Retailing. Shoe merchants (as well 
as shoe manufacturers) will find it 
necessary to function with maximum 
efficiency to survive a fiercely com- 
petitive era. While some competitive 
advantages will be expressed in prod- 
ucts, pricing, styling, etc., the major 
advantage will be in productive 
retailing—which sums up to fresh 
ideas and approaches applied to sell- 
ing and merchandising. 


selection, discount 


change—and 


shoe 


It will be a decade of Closer Manu- 
facturer-Dealer Relations. There will 
be closer and more frequent team- 
work, a genuinely functional rela- 
tionship. For the manufacturer’s 
stake in his retailers will be deeper 
than ever to maintain his own com- 
petitive position by helping to insure 
the strength of his dealers through 
more effective selling and merchan- 
dising programs. 


A program 


These are but some of the signifi- 
cant changes already in process, and 
influencing the course and character 
of shoe business in the Sixties. 
We have these 
“projections” with economists, shoe 
marketing analysts and other trend 
We have incorporated 
with those of our own 
experienced staff. Out of this has 
come a “blueprint’—a program of 
activities direction to conform 
to this significant pattern of change 
within the industry, so that we, as 
a publication, can best 


carefully probed 


specialists. 


these views 


and 


serve aS a 
reliable guide. 

Hence the new RECORDER, And note 
its new theme: The Industry’s Mer- 
chandising Guide. The theme is de- 
signed to meet the challenge of the 
new whose vital 
center is Selling and Merchandising. 
This we believe with deep and sub- 
stantiated conviction. 

And the main key to the new 
RECORDER is LEADERSHIP. We 
this noble word or 
intent, but as a vital part of our 
direction and plan. For if we intend 
to serve as guide, we must be pre- 
pared to lead. This will be expressed 
in bold ideas, initiative, forward 
thinking. And all of it summed up 
to one prime objective: to intermix 
know-how and show- how into a 
provocative editorial program of 
practical services to help sell more 
shoes to more people at more profit. 


decade—a decade 


state not as a 
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ESQUIRE ‘NO ODOR’ 
BOOT POLISH SWEEPSTAKES 


FeV TOMO I VGATSY 





LSOVALUABLEGIF'TS @ 
2 ee @ WwoRR TH *10,500! 2. & @ @ 


EASIEST “CONTEST” EVER! FOLLOW THE RULES BELOW & SEE HOW EASY IT IS TO WIN! 


BELL & HOWELL 390EE 8MM CAMERAS 
~ SYLVANIA TRANSISTOR RADIOS 
HELBROS MEN’S WATCHES 
SETH THOMAS “ENTREE” CLOCKS 
OSTER ELECTRIC KNIFE AND 
SCISSORS SHARPENERS 


GREATEST NEW “BEST SELLER” 
IN YEARS! 
ESQUIRE “NO-ODOR” BOOT POLISH 

e An Esquire “exclusive!” 

e Pre-sold to all America with 
dynamic national advertising 
campaign in LIFE magazine 
... TV Coast-to-Coast 

e Stock it BIG—to Profit BIG! 
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Big Bonanza from Esquire to you! Almost 
too easy, too good to be true! The filled-in 
slip you send goes into the big Esquire 
Sweepstakes Drum. Every other week for 12 
weeks, 30 lucky prize winners are drawn 
from the drum. All entries are eligible to win 


CONTEST RULES 


1. Mail in the entry blank you find in every dozen-pack 
of new Esquire “‘No-Odor” Boot Polish, or the coupon 
that appears in this ad, or write your name and your 
company’s name and address and the name of your 
finder and finder's salesman or chain shoe polish buyer 
on a plain piece of paper 
2. Enter as often as you wish. Each entry must be 
mailed in a separate envelope. Mail to: Esquire Sweep 
stakes. P.O. Box 2990, Brooklyn 1, New York 
3. There will be six bi-weekly drawings every other 
Priday from March 31 to June 16. All entries must be 
received no later than March 27 for the March 31 
drawing. To be eligible for the 5 subsequent bi-weekly 
drawings, entries must be received not later than the 
Monday preceding date of Drawirig. Ali entries for the 
Grand Prize Drawing must be received no later than 
June 30. Two all expense trips for two via Air France 
Prizes will be awarded each week as follows: ist and 
2nd names drawn Bell & Howell Cameras, 3rd and 
4th names Helbros Watches, 5th and 6th names 
Sylvania Radios. 7th through 15th names Seth 
Thomas Clocks, i6th through 30th names... Oster Knife 
Sharpeners. Decision of the judges will be final 
4. This contest is open to all shoe repair men, shoe re- 
tallers, chain store managers, chain store buyers, find- 
er’s and finder’s salesmen, except in localities where 
Sweepstakes of this kind are prohibited by law. This 
Sweepstakes is subject to governmental laws and regu- 
lations 


* 


the Grand Prize—2 all-expense trips-for-2 
to Rome. Grand Prize drawing to be held on 
July 17, 1961 at the National Shoe Finder's 
Association Convention. YOU could be a 
winner—as easy as writing your name! Read 
the rules below. Mail your entry today 


ESQUIRE SWEEPSTAKES ENTRY BLANK 


Please print all information requested below. 
and mail to Esquire Sweepstakes, P.O 
Box *990, Brooklyn 1, New York 

Name 

Company Nam« 

Store Address 

City 

Finder's 


Salesman's Name 


Finder's or chain shoe polish buyer's name 


eeeeeeeceeeeeeeeesceeeeeeeeee 
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Sales Techniques 


It works for the big ones and should be equally 
effective on all levels. 


—Here are excerpts of profit-making sales management 
techniques by some of the top marketing executives. 


SEMINAR 
SALES. TECHNIQUE 





“First, sell yourself, then the product, then the com- 
pany,” says Roy Abernethy, vice-president of American 
Motors Corp. “When salesmen use this formula, they 
not only improve their selling directly, but indirectly 
as well, by getting a better insight into what their 


individuality means in selling.” 


Frank J. Guthrie, vice-president of Stahl-Meyer: 
“The sales manager's challenge is to improve the per- 
formance of the people he is developing. Sales people 
must be marketers, not just salesmen. They must un- 
derstand their products completely. They must be 
trained to be merchants, to sell ideas. To accomplish 
this requires a down-to-earth, highly effective sales 
program. Under this program, salesmen are charged 
with the responsibility for profit as well as volume.” 


“The greatest challenge facing American manufac- 
turers,” says A. C. Viebranz, vice-president of Sylvania 
Electric Products, “is to make every salesman and 
sales manager fully aware of the profit squeeze. Take 
salesmen and sales managers into your confidence with 
respect to doing business and the effect of rising costs 
on profit. Make them ‘partners’ of management. We 
expect to educate all of our sales people in this area 
of volume/profit/cost . . . with a program of sales 
management seminars. They will receive facts, educa- 
tion and tools to help them make important decisions 
regarding volume, profit, cost.” 


2.0. Nad, { 
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JUMPING JACKS 


“ Sizes Tiny 1 to Teen 7! 


Style #11 

White 

Sizes 1-3 $2.00 
WidthsBandD ¥¢ 


‘7 


#17 White 

#27 Brown 
#37 Red 

Sizes 3-6 $2.60 
Widths B and D 


Style . 

#180 White 

#380 Red 

814,-4 Widths 
to D 

5-7AA, 414,-7B 

and C 


Chs. $3.00, Miss. $3.85, 
Preteens $4.20 


Style +170N White 
#270N Brown 
#370N Red 


Sizes 3-12 $3.00 
Widths B to E 


. 6608 3 } 

— i 

—— 

All V-B terms, 5% 30 days, Net 45. 

VAISEY-BRISTOL SHOE CO. 
Monett, Mo. 





RARAARARAAR AR AR AARDARAHAAADAARAAHAARAARARAA 
RAARAAAARAAARAR AAR AA HARA AAARARAHAARAHAA 
RARAAA AA AP 


a S OOF F-  Ba, 
J 


PAHAAHAAARARAARAAAAHA AAA HK 
PAAHAARAAARARARAAAAHA KH 
PAAHARARAAAAAAHAAAH HK 
PAARHAARAAARAAAAHAAAHAAHAAA A 
HPAAHAABHAARAAAHAAHAAAHAAH HK 
PAHAARAARAARAARAAAAKHA SK 
PAHARAAAARARAAAKHA HK 
PERE" “" “A FBAABAAAABAAAH AHA HA 
“SRAARAARAHA HAA HA 
TAPRARHHAHAHAHAA HA 
BAARAARAAAHA A A 
AAARAHA AAA A 
BARAAAAARAA AH 
FRAAHAARAA A 
FRRBAHA HAA A 
TRHRAAHA AAA HA 
FAPRAHAAAHAA A 
PARAAAHAA A A 
HAAHAAAHA AAA A 
FRAAARA AHA A A 





BHBARAARHAAHAA AY A- 
HAARARAAAAE AG 
HPARHAARBRAARAAA AY Hi 
HAHARAAAAA A+ PRE 
HAHARA AAA AG -. HHE 
HAHKAARAAAARABAAAA 
HAARKRARAAAAAAARARA KH BPAARAAAHA AHA A A 
HAARAARAARAARAAHAA AAA A & BARARAHAA AAA AH 
BHDBAARAAAAARAAHAAAAAA Hi. ~TFRARAAAHAARAAARAAA AH 
PHAAHAARAHAARAAARAAAARAAAAAARAAAAAARARAAAARAAARSA 
HAAHAARAHAARAAARAAAAAAARAAAAAARAAARAARAAAHAAAAA SH 
PHAHAARAAAAAAAAAAAARAAAAAAAAHAAHRAHAAHAAA A 
HAHAARAAARAAAAAARAARAAAAAAAAAAAHRAAHAAARAA HA 
PHAAHAAAAAAAAAAAAAAAAAARAAAAAHARAARAA SK 
PHAAAAAAHAAAAARAAAAAAAAAARAAHAARAHARAHARAA SH 
HAAAAA AAA AAAAAHAAAAAAAAAAAAAARAAAARAA HA 
PHAAHAAAHAARAAAAAAAAAAAAAAAAAAARARAAAAAA SA 
HAAHAAPAAAAAAAAARAAAAAAAAAAAAAHAAAAA AAA A 
HAAAAAAA AAA AAHAAAARAAAAAAAAAAAARAAAAAAAHAASK 


All of 
these dollar signs 

represent the actual 
profits being made by 
our retailers every hour 
of every business day 

during the year 

on all Wellco 
products 


you can be confident of profits with 


Foamtread’ Sli 


ppers and Casuals 


Brand 


Canada, F oamtread Sli a 


©1981 WELLCO SHOE CORPORATION, WAYNESVILLE, N.C. tn 








INSIDE SHOE BUSINESS 


by BILL ROSSI 


The strong versus the strong 


We lay this down as a flat prediction based upon 
firm conviction. 

The next decade will bring the most competitive 
period ever experienced by shoe manufacturers and 
retailers. 

And the next decade will bring the most creative 
period in the industry’s history. 

Before the decade is over, in its wake will lie a long 
litter of mortalities—-those who lacked the quantity 
and quality of competitive and creative know-how to 
stand the test. 

But those who survive will enjoy an unprecedented 
prosperity, nourished by the most exciting and fattest 
years in the annals of shoe business. 

This is how and why it will happen. 

For the past 15 years the number of shoe manufac- 
turing firms has declined from 1350 to a present 830 
a decline of 40 per cent. In the same period, shoe pro- 
duction has risen 30 per cent. Thus, fewer firms are 
sharing the fruits of greater production and sales. 

It’s estimated that over the next decade at least an- 
other 200 shoe manufacturing firms will be forced out 

a further decline of 24 per cent. But in the same 
period, production will rise by some 22 per cent. So 
again the principle: fewer shoe manufacturers sharing 
a much larger market. 


The squeeze will be intensified 

The same inexorable pattern is destined for retail 
shoe business. For example, over the past 15 years the 
rate of growth of the smalier independent stores has 
been much slower than that of the multiple and large- 
volume groups—-whether they be shoe chains, depart- 
ment store chains, discount chains, apparel chains, etc. 
In short, the competitive squeeze is on the retailer just 
as it is on the manufacturer. Moreover, the next decade 
will intensify this competitive squeeze in retail shoe 
business even more than in the past 10-15 years. 

Thus, what this industry faces in the decade ahead 
is a fierce battle of the strong versus the strong. The 
weak will have no chance; or, if they manage to sur- 
vive at all, will find themselves living off the crumbs 
falling from a feast table abundant with a fattened 
economy. 

Does the battle of the strong versus the strong mean 
the bigs against the smalls? Absolutely not. Size will 
play no role whatever in this pattern. Just as today 
there are highly successful small firms and stores, and 
not-so-successful large firms and stores, so the same 
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pattern will follow in the decade ahead. It will not be 
the size of the dog in the fight, but the size of the 
fight in the dog. 

We stated with firm conviction that the decade ahead 
will be the most creative the industry has ever seen. 
This is inevitable. Consider these facts. Those who 
survive will have won their right to the fruits of sur- 
vival by virtue of over-all managerial capabilities. In 
certain things, the advantages, one against the other, 
will be few. Because of their general efficiencies, their 
operational costs will be quite alike—their production 
costs, materials and supplies costs, overhead, sales costs, 
etc. Product value will match product value, company 
against company. 


Only one channel of advantage 

There will be only one channel of advantage, one 
against the other, open to all: creative merchandising. 
The intense demands of competitive survival will re- 
quire use of all ingenuity, fresh ideas and imaginative 
effort applied to selling, advertising, promotion, cor- 
porate or store image, customer relations, etc. Sum 
it up in a single package: creative merchandising. 

The character of competition will change. It will be 
far less a matter of one company or store able to offer 
a better price for a given product or value than an- 
other company or store. Because most of the survivors 
will be strong, each will be able to match the other. 

Now men’s minds and imaginations must go to work 
as never before in this industry. For the biggest com- 
petitive challenge of all—the pivot point of successful 
survival itself—will fall into one major area: creative 
merchandising. This means creative ideas—daringly 
fresh approaches to winning and holding customers 
and business. This is already in motion—with shoes 
being sold in new places, in new ways. It’s also seen in 
the entry of entirely new concepts in new functional 
shoe designs (not to be confused with the ordinary 
turnover of new styles). 

No longer will it be enough to re-paint or remodel 
the old store. It now calls for a remodeling of manage- 
ment, of practices, of viewpoint. The handwriting is 
on the wall for the Decade of the ’60’s; for if the sur- 
vivors are the strong, as certainly they will be, then 
inevitably the competition will be fiercer and more 
ingenious. And only those equipped with equal 
strengths will be able to stay with it. 

The rewards: The fullest, most gratifying business 
years of your life. 








NEW! EXCLUSIVE 
EASY-ON 
APPLICATOR 


FIRST IN SALES...QUALITY... PROFIT! 


Now...make even more than before...on ESQUIRE 
LANOL WHITE! Big extra-bonus deal gives you a juicy 
plus-profit on America’s favorite white shoe cleaner... Re- 
member—‘‘When Lanol White’s ON, Dirt’s GONE!”’...and 
—when Lanol White’s on your shelves, sales and profits go 
high-higher-highest! 


ORDER YOUR LANOL WHITE DEALS NOW... 


4-free-with-36 offer extends from February Ist to April 30 only! June Ist dating. 
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VICE 
RAD 


On the subject of imports ... WAL- 
TER HAAS, owner cof Walter’s Shoe 
Store in Binghamton, New York, has 
a gripe. “Too few shoe retailers are 
loyal to American-made shoes and 
the people whose living depends on 
our industry,” he says. “I would esti- 
mate that carries only 
about one per cent of foreign made 
footwear and I don’t feel we are los- 
ing business by our concentration 
on domestic shoes. “I have observed, 
however, that some of the biggest 
stores in the metropolitan cities fea- 
ture not only cheap but medium and 
higher price imports of shoes and 
slippers. The obvious purpose is to 
make a bigger profit than is obtain- 
able on American footwear. 

“You can’t blame anyone for trying 
to make more money in these difficult 
times, but I believe such support of 
foreign industry is indirectly re- 
sponsible for much of the trouble 
in which the shoemen find them- 
selves today.” 


our store 


* * 


Optimism is catching! HARRY 
DAVIS, buyer of men’s, women’s 
and children’s shoes at Godchauz’s, 
New Orleans, indicates: “I’m opti- 
mistic for spring '61. The shoes for 
spring are beautiful and there is 
every reason why business should be 
good. We're planning on a big spring 
at Godchaux’s stores, both downtown 
and the recently opened suburban 


branch.” 
> — * 


RUSSELL VAN DEUREN, manager 
of the family shoe department of 
Lee's Department Store in De Pere, 
Wisconsin, attributes his increased 
business to the fact: “We have a 
treasure chest for children who come 
into the store. It contains inexpen- 
sive toys, cars, etc. This is a good 
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very popular drawing card. 

“We have never advertised our or- 
thopedic shoes for children and yet 
these shoes have been one of our best 
sellers. Proving definitely that word- 
of-mouth advertising is most effec- 
tive. 

“Business-wise, we hit our mark in 
1960. ... In fact, we went over it.” 
* * * 

Trunk showings in Houston by 
EUGENE LEWIN, president of 
Maurice Rentner Ltd., one of Amer- 
ica’s outstanding dress houses, fea- 
tured pink in all shades, from bon- 
peony. Contrasting 
were also important ... vivid shades 
of blues, greens, orange and yellow 


bon to colors 


combined in one ensemble. Another 
strikingly effective costume was a 
gold white 
“Though lots of color and contrast 
is prevalent in apparel, we prefer 
and handbags to match or 
with outfit,” Mr. Lewin 
said. He expects bone, patent, navy 


and combination. 


shoes 
blend an 
footwear will be strongest, in view 
of women’s basic wardrobes. As for 
footwear styles, he didn’t indicate 
any preference but, for his models, 
he always specifies tapered pumps. 
“Women’s legs are at their feminine 
best in full skirts rather than 
sheaths,” he observed. “Watch for 
bias skirts to become important. We 
have had them in our collection for 
two years; but this year they will 
be introduced from Europe.” 


* * * 


“Too often many of us are prone to 
find fault with our nation’s economy 


and can only see the hole in the 
doughnut when, in reality, we pos- 
sess the richest and soundest econ- 
omy of any nation on earth,” says 
HARRY EDISON, chairman of the 
board, Edison Brothers Stores, Inc., 
St. Louis. “To my mind, there do 
exist prospects for keeping the lag 
in general business moderate. Pro- 
moting an upturn in 1961 does ap- 
pear favorable. The lag in business 
activity which has prevailed, I feel, 
is being over-emphasized, over-pub- 
licized and unduly magnified. All of 
which tends to undermine public 
confidence and creates fear psychol- 
ogy in the minds of our consumer 
public.” 


HAROLD TAPLITSKY, 
Taylor's Shoe 


owner of 
Providence, 
“The shoe industry could 
use a new fashion design. Style con- 
scious women will naturally continue 
to accept the triple needle. However, 
they already have these fashions in 
their clothes closet. We need to give 
them something differer. from the 
they have; or we will 


Store in 


R. I., says: 


shoes lose 
sales. 

“It’s up to the designers. They know 
much more about the style picture 


than I do. Perhaps, some kind of an 
open toe shoe... possibly a Turkish 
toe; open counter and side designs. 
Even with the triple needle, an open 
counter or open side design would 
give shoes a new style angle. 
“Whatever the design, I believe we 
need a change urgently.” 
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He considers his shoes as gems.... 


In this astronomical 
figures of production, automa- 
tion and the “Think Big” idea, 
it is refreshing to find someone 
who isn’t bent on expansion, con- 


day of 


quering space and the elements. 
Stanley Philipson’s one conces- 
sion to the jet era, perhaps, is 
the fact that at 45 years of age 
he feels like the “granddaddy”’ 
of the quality shoe 
There is a reason. He has been part of it for forty 
years. Ever since his father, Sam, came to New York 
from Asheville, North Carolina, in 1917, and started in 
the shoe business, the name Philipson has been synon- 
ymous with craftsmanship and the highest quality 
women's It’s a heritage that Stanley is justly 
proud of, strives to maintain and even projects every 


STANLEY PHILIPSON 


business, 


shoes. 
day in his own modest way. 

From the beginning, when he used to poke around in 
his father’s factory, until today, when he has his own, 
Stanley has been absorbed in every phase of fine shoe- 
making, from designing to production, plus a first hand 
knowledge of shoe machinery. His entire background 
has been a combination of the imaginative, creative, 
designing, engineering. Even as a kid, in his early 
teens, write articles for Popular Science 
Magazine and invent “crazy, mixed up things.” He still 
has patents on some of them. 

He studied engineering at New York 
and, when he got out, went to work at I. Miller & Sons 
in Long Island City. “They were the ‘Johns Hopkins’ 
of the shoe industry,” says Stan. “So many of the out- 
standing shoe men came out of I. Miller.”” They planned 
to build an engineering department and Charles Miller, 
son of the founder, hired Stan to modernize production 
methods. “My work was, actually, to set up the depart- 
ment, test materials, everything to do with engineering. 


he used to 


University 


On paper, it is easy to skim over ten or fifteen years. 
In reality, every one of them counts indelibly in the 
pattern of life. Stan made 
manager of the Carlisle Shoe Company in Carlisle, Pa. 
Then he came back to New York to try his hand at 
retailing, as manager of Arthur Livers’ 
Sophistocrat department at Frank Brothers. Then, back 


was promoted. He was 


buyer and 


. production manager at the An- 
until World War IL. 


to manufacturing . . 
drew Geller shoe factory 
Because of his engineering and education 
and skills, Stan didn’t get into active service. But he 
worked for Uncle Sam, producing the instruments and 
products needed in the war effort. At the same time, 
he taught an evening course in industrial engineering 


industrial 
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at St. John’s University, for the U. S. Office of War 
Education. 

After the war, Stan went back into the shoe busi- 
ness at his father’s Van Arden Shoe Company, where 
they made women’s custom made, hand-sewn welts and 
turns. In 1950, Andrew Geller suggested a merger and 
Van Arden became an integral part of that company. 

There was a feeling and a place for shoes above the 
Andrew Geller price and grade, so in 1953, Stan 
branched out. He bought a small factory in Brooklyn 
and started producing shoes by “Mr. Stanley.” Shortly 
afterwards, there were so many Misters in business, he 
decided to revert to “Stanley Philipson—Mr. Stanley, 
Couture Footwear.” 

“We make about 250 pairs a day. Enough to take 
care of our 30-35 accounts ... top stores each and every 
one of them. We could make 300 pairs, if necessary, 
but we don’t look to expansion because I have noted, 
historically, you tend to lose your identity and exclu- 
sivity when you over-expand. 

What about the European influence and imports? we 
asked. He has had experience on that score . . . espe- 
cially in Italy, where he set up a factory in 1955-56 and 
taught them how to make American shoes. He used to 
send them lasts and patterns for size gradations, as 
well as the shoes to be copied. On July 2, 1958, Presi- 
dent Gronchi of Italy conferred upon him the title of 
“Cavalier” complete with medal, medallion and 
document for his contribution to Italian shoe- 
making. (He has since dropped the Italian line.) 

“Sure, Europe has made terrific strides,’ Stan con- 
tinued. “It is inevitable, in this jet age of international 
travel. Imports have made inroads on our market. 
However, I say the inventiveness and the sophisticated 
know-how of the ‘American Feeling’ will eventually put 
the American designers back into the position of de- 
signing shoes with an eye on the future, rather than 
the immediate past. For too long, too many of our 
designers have taken the soft road of copying foreign 
styles rather than designing their own. I look forward 
to a revival of the times, before the war, when the 
International Group . Frenchmen, Englishmen and 
Italians .. . came over here to buy our shoes for export 
to their countries. That’s the goal I am working 
towards. It won’t happen overnight but it will happen.” 

Stanley considers his shoes as gems. Therefore, he 
has created the ideal setting for them. Buyers who 
come to his personalized showroom at 55 East End 
Avenue, are in for a treat. Not only do they see the 
newest and latest designs in shoes, in the relaxed at- 
mosphere of a beautifully appointed, Oriental-decor 
apartment, but they get a dividend: a gorgeous view of 
the East River . across and beyond ... “from the 
terrace.” 





Crafted in Yael mas (Alf #226 Fawn... and 
available in all Hubschman's fashion colours... 


by David Evins of NewYork 


HUBSCHMAN & SONS, DIVISION OF GERA CORPORATION, PHILADELPHIA 23 « FASHION OFFICE: 261 FIFTH AVENUE, NEW YORK 16 
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LETTERS 


Wants more details 


I would like to have more details 
and more data concerning the ideas 
you publish. It does me no good to 
tell me that such a store is doing 
well with this or that idea unless 
you also tell me how that store han- 
dles it. 

One article stands out in mind 
just now. Some weeks ago (RE- 
CORDER, Nov. 1, 1960, P. 52), you 
gave us a short article telling how 
much Flodon’s does with jewelry. 
You gave us some impressive figures 
as to his business volume but you 
did not tell us how he got started, 
how he built up that extra business. 
1 would like to know how he displays 
the jewelry, how much space he 
gives it, what type of display fix- 
tures, what items he keeps under 
glass and what open on counter top. 
What are his price categories, what 
merchandise categories does he buy, 
which sell best, does he have any 
loss, etc? I would like to have seen 
a photograph of his display. 

I like the short articles you are 
publishing recently and I would like 
to see more of them. I would like to 
see a lot more pictures of window 
displays even if they are not super 
windows. I would like to see more 
newspaper ads, even smaller ads. 
Editors forget that many a good 
business has been built on small 
ads. I would like to see more data 
on seasonal tie-ins and ways of just 
keeping a store on the alert and ac- 
tive. 





And I never, never pass up looking 
at pictures or reading about new 
stores or new departments. 

I like the Voice of the Trade opin- 
ions very much. I read them the 
very first. They just seem to strike 
the main pulse. 

I would like to read more local 
style and business-level news, such 
as a review of Gladding’s or Shep- 
ard’s or the Outlet or Peerless best 
sellers. 

However, keep up your good work. 
You have done a wonderful job all 
these years and I am sure you will 
continue to do so in the future. I’ve 
learned a lot from the RECORDER. 


SAMUEL LABOWITZ 
PROVIDENCE, R. I. 


(More letters on pages 37 and 41) 
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by EVE PANAY 


After summer . . . what? 


Fashion will follow two trends this fall, both promotable, sal- 
able and exciting. On one side of the fashion coin are dramatic, 
unusual colors: new clashes in tweed mixtures, stripes, plaids 
and solids, in pink, gold, blue-green, orange, red, fuchsia. All are 
clear prism colors; all hotter than fire. 

The other side of the fashion coin is more sober but offers as 
much fashion excitement. Colors here will be darker, rich-hued, 
lady-like: neutral browns, claret, aubergine or eggplant, blue- 
toned green. Combinations will often call for accents of black 
or dark gray. White and black belong on both sides of the coin. 


Trends in fall shoes 

Color is the most important look for fall and every shoe manu- 
facturer has made plans for attractive and salable color promo- 
tions. Rusty, golden and very dark browns are slated for a big 
push. Neutrals—smoke, otter and taupe—will sell well. Black 
will be used as trim on color. Many black heels, stacked or cov- 
ered, will be seen. 


Squared toes 


Pointed toes will continue as volume but high fashion shoes 
will have squared toes up to an inch across; ovaled; flattened 
on top; slim but no longer lethal weapons. A man’s dancing pump 
is the newest influence. High fashion will walk on lowered heels, 
often stacked, for evening and day wear. Look for flat bows, 
wooden trims, buckles, saddle stitching, self-covered buttons, soft 
dressmaker draping, stacked heels up to 24/8, colorful linings, 
often brocaded. 

Unlined weights in textured pig and calf and rich brushed 
suedes will be more popular than ever; newest on a high heel. 
Interest in opened shank styles is growing; on all heels, best 
on 18/8. 


Combinations 

There will be many combinations of colors and/or textures: 
suede with matte; velvet with reptile; calf with reptile; two 
types of reptiles in one shoe; corduroy with matte calf; tweed 
with glazed calf; flannel with patent leather; news for fall in 
contrasting inserts. 

There is news in textured gold leather; a revival of suede in 
rich prism colors; silks in prints, moirés, pleated. All-over matte 
calf has good potential for early fall selling. 

Fashion news for fall adds up to color plus texture plus interest 
at toe and heel. 
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Sparkling smartness and cool looking splendor . . . something —— 
happens when vividly contrasting black and white leathers get together! 


Especially with the imaginative treatment Stetson offers in this 


o ‘ ¥ ¥ ¥ 
summer weight, snug top slip-on and three eyelet tie jail iE rT S 30 aN » 


Dominant is the lean, tapered silhouette .. . very “proper” today {O ‘SHOES (Sor Mi 


when all clothing of good origin is shaped along slim lines. Ory 
a oa =x 6 wii - 
Leathers and workmanship? The finest procurable . . . as always, in a ©, 7 
Stetson. IN-STOCK for increased spring and summer selling. 1 8™“’8 5 


_— . . . . , THEY'RE STYLE 
rhe Stetson Shoe Company, Inc., South Weymouth 90, Massachusetts RELATED 
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LETTERS 


Catalog prices should be coded 


We note with disapproval the prac- 
tice of some wholesalers of pricing 
shoes in their catalog by listing ac- 
tual prices instead of code. We feel 
that this is being done to discourage 
special orders for single pairs. 

When we have a call for an item 
not stocked we always try to save the 
sale by inviting the customer to se- 
lect from a catalog. Of course, this 
causes some extra work for their 
mail order dept. but it does the same 
for us too. If the shoes are not sat- 
isfactory we have to sell them the 
best way we can, usually in an odd 
lot sale at a loss. 

Many times ordering one pair for 
a customer has caused us to re-order 
this same style in depth. Also, 
prompt handling of a special order 
from a new source has often resulted 
in our further interest to the extent 
that we decided to stock certain 
items in their line. 

One more thing in favor of coded 
prices; we have found that some 
country stores leave catalogs lying 
on the counter for everyone to see. 
They get the same catalogs we do, 
even though they may not carry the 
line in stock. Thus some customers 
learn the wholesale cost of our 
brands which makes it even more 
difficult for us to get a fair markup. 

GLENN E. JACKSON 
FAMILY SHOE STORE, INC. 
HILLSVILLE, VA. 





Pointed toes and sharp tempers 


The duck-billed ladies of Africa 
and the long-necked ladies of a prim- 
itive Burmese tribe have “beautified” 
themselves by physical deformation. 
The Flat-Head Indians also resorted 
to this in times gone by, and of re- 
cent years American women have 
been deforming their feet. 

Some have probably done this will- 
ingly and others have been forced 
into it because the shoe stores of- 
fered them no alternative. Toes, and 
sometimes tempers, were sharpened. 
However, there are, no doubt, many 
like myself who simply refuse to buy 
the hideous, unhygienic footwear of- 
fered to them—and who have their 

(CONTINUED ON PAGE 41) 


March |, 1961 





{ 


by GERVASE BUTLER, men’s editor 


Will men toe the London line? 


Discussing whether or not American men will accept the 
“London Look” in apparel and footwear brings an elderly joke 
to mind. The one about the lady tea party guest remarking aloud 
that the little cakes were so delicious, but she was ashamed to 
take another, having had two already. “Four,” corrected her 
hostess, “so who’s counting!” 

Even at the peak of acceptance for the Continental silhouette, 
major demand never strayed too far away from the British 
tradition of fine leathers and substantial shoe underfoot. Thus, 
before London says so, we have enough classics to create look- 
like-London effects while designers work out on new lasts. 

Make no mistake ... the London Line is on the way. Both 
tailored clothing and sportswear for spring show a fashion 
affinity for the look and color we associate with the British Isles. 
Parties of the first, second and third part are setting their own 
timetables to promote it. 

Members of the International Association of Clothing Designers, 
in convention assembled, gave the nod to a model called American 
International. This is transitional. But the fuller chest, slightly 
shaped waist, relaxed line in trousers add up to an English look. 

Jerome I. Udell of Gramercy Park Clothes explored this trend 
in his January talk to the Men’s Style Committee, National Shoe 
tetailers Association. Timetable: fall, 1961. 

The National Association of Men’s Sportswear Buyers goes all 
out in a “British Accent” for spring. Sports Illustrated magazine 
ties in. 

What was once high fashion is no longer caviar to the general 
on either side of the Atlantic. Continued popularity for high- 
risers is certain. This shaped effect puts new emphasis on slipons 
with gores and topline treatments. The brogue look, but light- 
weight, is ready for return. 

What about shoes that may set the pace for fashion firsts? Max 
Lefcourt, Lefcourt, Inc., prexy, sees a suede revival in dark 
brown for town and country, a welcome oasis in a world too 
black . . . Cyril Slater of Saxone reports a renewed interest in 
the classic London monk’s shoe with buckled strap, black calf for 
town. 

At volume level, Anglo-American’s Arnold J. Held, VP, notes 
a switch to boarding from the printed leathers, new emphasis on 
the rugged look in heavy wheeling and extension soles. 

The conclusion is, in a word, foregone. Fashion money is count- 
ing on the change from the Latin to the cosmopolitan. And since 
we have no beef with Old England, the line of march is logical. 
What happier route for the parade to take than along Savile 








Row and down dear old Bond Street! 











which boy's dad makes more money ? 


You'll never tell by their shoes. Both wear Pro-tek-tiv’s! + Most parents, regardless of their income 
bracket, look for quality first in children’s shoes. If necessary, they deny themselves to give their 
children the best. « You take dead aim on this massive, quality-first market with Pro-tek-tiv’s. Offer 
Pro-tek-tiv’s FIRST . . . they have the quality parents look for . . . and are willing to pay for. You 
make more profit per sale. You build repeat sales—the key to success. « Perhaps Pro-tek-tiv’s won't 
identify the parent who makes the most money. But they will 

identify the dealer who does. « When you step up to quality—your 

customers step into Pro-tek-tiv’s—you step up sales and profit. 
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BUILT-IN HEEL EXTRA HEEL FiT- LOWER — RIGHT AND LEFT DIFFERENT ARCH- BREAK-IN DIMPLES FREQUENT LAST 
WEDGE to help TING AID to QUARTERS . HEELS help HEEL HEIGHTS provide natural CHANGES twice 
keep ankles from help hold the heel gap at the iio give added support changed twice in rest for the foot in each size range 
turning in in normal position no slip at the heel to inner side of foot each size range Other brands change 
only once 
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by ESTELLE G. ANDERSON, 


Nes 


Children’s editor 


The wonderful world of children’s 
shoes: The promise of spring 


Past, present and future... It is gratifying to feel so much a 
part of the industry that there is no necessity for any kind of 
introduction. For the past five years, I have been reporting chil- 
dren's shoe fashions and news. Now, we are simply establishing 
greater frequency. Children’s shoes will have representation and 
more comprehensive coverage in every issue. 

Winter has been long, cold, dreary; and business in the children’s 
shoe field has been slow. The only area that has shown any real 
activity has been boots and protective footwear. But now there is 
the promise of spring. Calendar-wise, three weeks more to go. 
Geographically, it has already started, in the south and on the west 
coast. First reports indicate lots of bright, sunny colors in apparel 

. pink, yellow, orange, banana shades. In shoes, the emphasis 
is on black patent, bone, whites for girls. Black first and brown 
second for boys. 

That's the general harbinger of things to come (north, east and 
midwest), confirmed by manufacturers’ shipments to date and 
deliveries scheduled from now through April. Without detracting 
one bit from the color picture, black continues to be strong .. . in 
smooth glove leathers ahead of patent. 

The line-up of initial spring promotions at retail is: straps, 
pumps, softees and saddles for girls in black smooth, black patent, 
white, bone, red, neutrals. As the weather gets warmer, the shift 
will put pumps first and the emphasis on whites. For boys: slipons 
and oxfords in black, brown. Inverted seams are an important 
detailing. 

Silhouette is slim and tapered. We probed the question as to 
whether taper toes are good or bad for children. You'll find some 
of the answers in this issue. Although many manufacturers and 
retailers feel that taper toes may have reached a plateau, they do 
not anticipate any change in the basic silhouette for at least 
another year or possibly year and a half. The change is more 
likely to be in materials and detailing rather than shape. Also, 
taper toes give more latitude for imaginative styling . .. the 
potential for extra pairage. 

The wonderful world of children’s shoes! It is indeed; and 
for many reasons. First, and most important, is the fact that 
it is a continuing and inexhaustible market. Increases in popula- 
tion always start with babies. It is the one branch of the industry 
that involves less risk in style, manufacture and distribution than 
the other segments. Return on investment is as good or better 
than most. Changes in style, makeup, construction are never 
spectacular. They are more apt to be transitional. Finally . . . ac- 
complishment of purpose . new shoes that give excitement 
and satisfaction to your customers. 
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StoMailer 


carries your 
inventory 
. for you 


Turn-over 


is made in our 


in-stock 


When you make good 
use of Step-Master’s 
fast fill-in service 
you'll be amazed at 
the amount of 
business you can do 
on a low inventory 
and how high your 
turn-over will be. 

Try it! 


tp Mest 


SHOES, Inc. 
GREENUP, ILLINOIS 


Manufacturers of children’s shoes in the 
budget price bracket of $3.95 to $5.95 
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in tune 5 
with fashion... ¥ 


FANDANGO 


Shoes courtesy 
DeLiso Debs 
Samuels Shoe Co 


Fashion-right FANDANGO by 

Gallun reaches a new high note 

in shoe styling and comfort. 

A fresh, distinctly different 

aniline tannage, FANDANGO 

is whisper soft and light. In perfect 

harmony with new slimmed-down styling. 

Yet it’s sturdy . . . conforms to the contour of 
the foot without losing its shape. Ask for Gallun’s 
FANDANGO. . . in tune with fashion, and sales! 


A. F. Gallun & Sons Corp., Tanners, Milwaukee, Wisconsin 
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old shoes half-soled again and again. 
I don't want clumsy, heavy shoes, 
nor those that look as if they were 
made for old ladies. The manufac- 
turer who will put out well-made, 
low-heeled, attractive footwear that 
will fit undeformed feet and per- 
mit a natural kind of gracefulness 
will get my business and my grati- 
tude! 
ALICE FRANKLIN BRYANT 
SEATTLE, WASH. 


A retailer on shoe shows 

I have been attending two shows 
annually, for twenty years, and I 
have yet to come away feeling that 
I'd been repaid for the time, effort 
and expense involved. 

For one thing, where do they get 
those breakfast and luncheon speak- 
ers? How does it improve my 
business to listen to some guy from 
Bunion Acres, Iowa, with a degree 
in agriculture? And what do I care 
if mid-heels are in or out of the 
fashion picture? I'm a_ children’s 
retailer 

What would “I” enjoy listening 
to? I would like to hear a forum 
of speakers (successful manufac- 
turers, experienced shoe travelers 
and down-to-earth retailers) discuss 
the problems confronting the chil- 
dren’s shoe business .. . offering 
possible solutions. Simultaneously, 
also independent forums should be 
conducted for those interested in 
the women’s or men’s business. 

While I'm in a fault-finding mood, 
I can’t stop without expressing my 
views on the move from Chicago 
to Miami. Because of the novelty, 
the Miami show may stimulate at- 
tendance . . . but I predict even 
less business will be written. Most 
of the big operators don’t buy at 
shoe shows anyway ... and Miami 
will be too far out of the way for 
some of the small guys who have 
written orders at Chicago. LOSE 
THE LITTLE GUY AND MANU- 
FACTURERS LOSE THE BACK- 
BONE OF THEIR BUSINESS. 


HARRY GLUCKMAN 
CHILDREN'S BOOTERY 
BEVERLY HILLS, CALIF. 
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Do teenagers go steady with you? 


by GERALDINE EPP, Teenage editor 


“The most popular FASHION in industry today is the teenage 
girl.” True words spoken by an expert, Mrs. Enid A. Haupt, 
editor of SEVENTEEN. 

But who is this teenage girl that industry is courting 
the one who spends $300 a year on her wardrobe... buying over 
seven pairs of shoes? 

Certainly, she’s not the 18-year-old bride who includes carpeting 
and curtains in her budget. Nor is she the mother under twenty 
with her first-born. New responsibilities keep her close to home, 
curtailing her wardrobe needs and her personal expenditures. 

Is she a “state of mind?” Contrary to what some shoe manu- 
facturers and retailers believe, she is not! The eight-year-old who 
pretends to be grown-up and the 45-year-old who acts like a school- 
girl are not to be considered. 

The teenage girl stands apart from all these. She is 13-19... 
she is usually a student. She is is hard-working and serious about 
school and her full or part-time job. On the other hand, she is fun- 
loving and knows freedom as only her contemporaries can. 

She is intensely interested in a well-groomed appearance. She 
is a follower of trends. .. will wear what the others wear. But 
she is also a world-wide trend-setter. When she endorses a look, 
teenagers in Paris and Tokyo copy her. 

She’s practical in many of her selections . . . witness her loyalty 
to such basics as loafers, skirts, and sweaters. But she is also 
experimental and will quickly embrace new ideas. After all, she 
created the vogue for knee-ticklers and bicycle oxfords. 

Best of all, she’s “rich.”” And when something really strikes 
her as an “I-can't-do-without,” she quickly opens her purse. Al- 
lowances and part-time earnings, averaging $10 a week, keep 
her open-to-buy. Gift money supplements this. 

To add, as some merchants would, “she is fickle,” “unpredictable” 
or “hard-to-please,” may be true, but is also unfair. After all, fash- 
ion thrives on change and her fancy for fads represents extra busi- 
ness ...a profitable business for those who learn to get in or out 
quickly on fringe items. 

“Hard-to-please” . .. well, perhaps. She is a comparison shopper 
and expects full value for the money she spends, but doesn’t every- 
body ? 

How to win THIS teenager as your customer will be the subject 
of merchandising articles planned for future issues of the 
RECORDER. To uncover and evaluate style trends as they develop 
for her will be the goal of this column. But, for the moment, accept 
her as the special customer she is... a young “adult” for whom 
you must provide young, daring merchandise. A customer who 
thinks she knows what she wants, but still must be told... must be 
sold! 
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Adhesives 


Krom the original cemented shoe to present day plastic 


applications Compo has been the acknowledged leader 


in the major shoemaking operation of cement attachment 


of soles to uppers. 


Formulating and producing an exact adhesive for this 
and every other bond, Compo’s laboratories have created 


a resource of more than 70,000 specific compounds. 


This is more than an impressive statistic . .. more than a 
tribute to skill, knowledge and experience. It is an actual 
stockpile of solutions to any adhesive problem the shoe 
manufacturer may meet. Constant research on new 


methods and materials keeps Compo always 


a step ahead, proud that the industry 
continues to look to it as the most com- 
plete source of service and supply. 


TRADE MARK 


COMPO SHOE MACHINERY CORP., WALTHAM, MASS. 


the choice of the best shoe makers 
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LONDON REPORT 


by ANNABEL BOSTOCK 


Sport comes to the shoe trade... 


Pointed toes no longer news, sporty types a positive trend, func- 
tional and feminine casual clothes are the hallmark of fashion. 


Shoe styling has remained the same for too long. 
The pointed toe, which used to be news, has now virtu- 
ally become accepted by the vast majority of the public. 

By its very nature the fashion world cannot afford 
to stand still. Whatever price bracket is being catered 
for, firms that do not move with the times are tolling 
their own death knell. 

For some time now no one in the shoe trade could 
give a positive lead as to the way styling would go: 
there was just a general feeling of unrest and “where 
do we go from here” attitude. 

Now a clearer picture is beginning to formulate and 
sporty type shoes, which up till now have been rather 
negative, are developing into a very, very positive trend 
in ALL types of shoes. They are most important on 
the medium heels. Toes can be both pointed or square, 
heels can be slender or slightly sturdy, but nearly al- 
ways they will be mock-stacked. The leathers are malle- 
able, slightly greasy and unlined. Heavy cable and sad- 
dle stitching, and mock and functional ties are the most 
dominant features, although brass and bronze buckles 
are important. Antiquing is a natural for these shoes. 

There must be a feeling and a demand for a new 
fashion. Ideas cannot be successfully launched unless 
there has been hard logical thinking behind them. 
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For country walks or motoring, the front-tie 
and heavy cable-stitch provide a rustic touch 
on feminine, casual shoe. Both models by 
Lotus of Stafford. 








The sporty look in high fashion shoes is the 
choice of smart English women for town-wear. 
Cable stitching, moderate-height heel, buckle 
trim are featured. 


Nothing is easier than looking back on something and 
saying “This obviously had to happen.” But the new 
sports shoes had to happen. Nowadays women lead a 
life that was unthought of a few years ago. It is a 
very small minority of the female race that do not, or 
have not, worked at some time or another. No social 
stigma is now attached to the daughter or the wife 
who works. Coping with a family and home is also a 
full-time operation. Therefore clothes and accessories 
to complement this busy life have to be “functional” 
as well as “feminine.” 

Coco Chanel, the French couturier, has done more 
to help the average woman than anyone else. Her cas- 
ual, elegant clothes are the hallmark of today’s fashion 
—they are “functional and feminine.” A Chanel-type 
suit looks as at home in London or Paris as it does in 
Stafford or Main Street, U.S.A. 

We have been teetering around on impractical 3 in. 
stilettos for too long; it doesn’t suit our every-day 
way of life. The sports shoe, which is “functional and 
feminine,” will see us through busy days in town or 
suburbs, and what is most important, they will look 
far smarter than a pearlized pump—this type of style 
may now be relegated to the late afternoon and evening. 
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PATTERN PORTRAIT 


ox you... the Jolly-Wog 
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by GERVASE BUTLER 


Leisure takes on a new dimension when fashion makes a point of design 
matched to the occasion. Here is a casual in the truest sense, 
the color, a rich Devonshire cream, the leather glove supple, 
with hand turned leather sole and smartly detailed elasticized top. 
Also in maple, green, black, bone. L. B. Evans’ Sons. 
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Promote the leadership brands for faster 
turnover and good profits. Brand Names Week gets bigger every 


year. Bigger sales, bigger profits. And now is the time to make plans for a full scale tie-in with 
this year’s promotion. 

Everything is in your favor. Your customers are pre-sold on Brand Names. Your own experi- 
ence proves that leadership brands are what they prefer, what they buy most often. 

Your promotion will be backed up by Brand Names Week ads in America’s leading consumer 
magazines, newspapers, radio, TV, outdoor and transit. 

Make Brand Names Week your most productive promotion for 1961. Promote the leadership 
brands for faster turnover, bigger profits. We'll send you complete information on Brand Names 
Week if you'll fill out and return the coupon. Do it today. 


Mail This Coupon Today -------- 


Brand Names Foundation, Inc. 
437 Fifth Avenue, New York 16, N. Y. 


As Please send me complete information on Brand Names Week for 


[}= os YZ» 10 days of booming sales: 


NAME 
= ce 


ee 
NAMES ADDRESS. 


SATISPACTION 


| ee eee YY: 


Type of Retail Store__ 
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Are we being pumped to death? 


To answer this question, the RECORDER surveyed manufacturers 
and retailers, coming up with significant facts and figures. 


How many pairs of shoes does a style sell? That is 
the basic question. Granted, too, the very human emo- 
tional basis of style appeal, what is the pump’s status 
today? 

In a RECORDER survey, the question was asked, “What 
percentage of your line is pumps?” Two-thirds of the 
replies gave 75 to 100 per cent. Of these, one-fourth 
had only pumps; one-half had 90 to 99 per cent pumps; 
the remainder, under 80 per cent pumps. 

Questioned as to whether they considered there were 
too many pumps being made, two-thirds of the manu- 
facturers answered “yes”; all the rest, “no” except one 
per cent who straddled the question. Retailers divided 
almost evenly, with 49 per cent wanting fewer pumps 
and holding that consumers will buy any style effec- 
tively promoted. The 51 per cent favoring pumps, did 
so because they believed that was what their custom- 
ers wanted. Seventy-five per cent of the anti-pumpers 
came from the middle or far west; the east provided 
75 per cent pro-pumpers. 


The strongest opposition 

Strongest opposition to pumps came from the very 
manufacturers who reported pumps as 80 to 99 per 
cent of their lines. Two reasons given were shortages 
of lasts created by the demand for this single type and 
the monotony of concentrating on one style. Retailers 
pointed to the decrease in multiple sales. The fashion 
magazines received some criticism for over-emphasizing 
pumps. 

The consumer is now ready for a change in her shoe 
buying habits, the anti-pumpers contended. She would 
buy more shoes if there were more fashion-approved 
styles to choose from. A solution to the present situa- 
tion was offered by a company spokesman for Interna- 
tional Shoe Company. He suggested that the industry 
unite in an all-out effort to create a demand for the new 
opened-up styles. The current acceptance in some 
stores of shoes with open shanks or open backs with 
closed toes was quoted as a sign of the consumer’s de- 
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sire for something new in silhouettes. 

Those who strongly favored the pump trend reasoned 
this way: From an economic standpoint big factories 
cannot afford a change from pumps at this time. In 
1960 some of them spent from $500 thousand to $700 
thousand on new wood. Arguing from an esthetic point 
of view, the pump is the most flattering to women’s feet 
and ankles, so often far from perfect. It is also the 
most attractive for display purposes, as John Holden of 
Home & Abroad noted. 


Younger women want them 

Pumps are the only shoes that younger women will 
wear, according to a high fashion Fifth Avenue spe- 
cialty store. “You cannot give away a non-pump style 
to this customer,” said one shoe buyer. She cut her 
fashion teeth on pumps. It is the older woman, who 
grew up in an era of sandals, who is the customer to- 
day for non-pump types. Dressing well and with more 
money, she is a customer to be considered, it was noted. 

Pumps offer plenty of opportunity for creative new 
ideas, according to top-flight designers. Margaret Jer- 
rold, for instance, shows how a whole shoe wardrobe 
can be built out of pumps in a variety of materials, 
colors and heels. Alert fashion stores, Henri Bendel 
for one, have been successfully selling wardrobes of 
basic pumps by offering them in a variety of colors. 
One independent fashion store in Connecticut sells a 
customer a basic pump and then a second pair in a 
fashion color. Fashion editors strongly favor pumps 
as having the right look of simplicity for today’s 
clothes. Their own shoe wardrobes contain a variety of 
pumps. But they are ready, they say, to promote any 
style that spells fashion news. 

In the final analysis, of course, the customer herself 
will decide the issue. If she prefers pumps, that is 
what she will get. But she can still be tempted to buy 
extra pairage in attractive variations on her favorite 
silhouette. She is still vulnerable to “impulse” buying 
and “emotional appeal.” 





Heels for men—higher .. shaped 


Higher, shaped heels make backparts focal 
points of fashion interest. Sculptured and 


Higher and shaped heels promise 
to be one of the most exciting style 
innovations in men’s shoes in many, 
many years. 

This is a budding movement, 
already gathering momentum of in- 
terest among leading men’s shoe 
style firms. No, not yet a “trend,” 
but lots of action on the design 
boards. It’s something for the entire 
men’s industry to watch; for if it 
gathers a head of steam, it can 
really take off into orbit. That’s the 
belief of top shoemen working with 
it now. 

Higher heels for men are already 
solidly established. Up from the 
“old” conventional 7/8 and 8/8 to 
9/8 and slightly higher. Now there’s 
movement toward 10/8 and 11/8 and 
a few beyond. European styling has 
been very strong in this direction, 
and the influence is already being 
felt here. 

But the real excitement is in 
shapes. Keep in mind that the heel, 
in terms of shape, is the last “hold- 
out” in the styling of men’s shoes. 
Its shape hasn’t changed in genera- 
tions. Now stylemen are asking, 
Why? Or, why not? What’s so sacred 
about the monotonous, flat, horse- 
shoe-shaped design of a men’s shoe 
heel? Nothing, say the designers, 


48 


except perhaps styling lethargy. 
So now comes the incipient revo- 
lution in the shape of men’s heels 
The variety of designs shown on 
these pages typifies some of the 
styling treatments in process. There 
are countless possible variations. It's 
believed that the heels 
be launched in somewhat modified 
shapes, and from there will develop 
into more daring styling—depending 
upon gradual consumer acceptance. 
No yet where the 
higher and shaped heel will come 
to roost—whether in the high-grade, 
higher-priced lines, or in the popular- 
priced field. It’s starting in high- 
grade. But the feeling is that it’s 
a “natural” for the young men in 
the popular-price field—eventually. 
The heel shapes have wide versa- 
tility. They can be designed for the 
sleek-trim dress shoes, or for the 
casual. Shaping expresses itself 
primarily in three places: the sides 
and back; the front or breast; and 
the top-lift area. In some of the 
heels the toplift area is much small- 
er, similar to the area on a cowboy 
boot heel. As to side, back and 
breast shapes, these have infinite 
design possibilities, adapted to the 
style of the shoe. 
These heels come pre - finished, 


newer will 


one is sure 


serrated versions of these heels used in 
two trials from Stetson Shoe Co. 


This 


is a boon to the shoe manufacturer, 


ready for instant application 
as it eliminates the actual “shaping” 
process in the factory. Also, a spec- 
and 


these 


ial machine has been designed 
apply 
heels securely, easily and quickly 


is now available to 
How are men 
likely to respond to these style-shap 
Do such 
“feminine”? 


The question arises 


ed heels? heels border on 
the 

Absurd, say stylemen working on 
this development. Excessive caution 
and indecision has been a drag on 
the men’s shoe business, they claim 
They point to men’s casual clothing 

the bright-colored slacks and sport 
the 


thodox styling; the colorful touches 


jackets and sport shirts; unor- 
in men’s formal wear 
summer items; the cuffless 
and Continental styling in 
dress clothing. They point to bright- 
colored shoes, such as Hush-Puppies, 
in bright 
point of 
centuries 


especially in 
trouser 
men’s 


now mass-accepted reds, 
greens, (And, as a 
historical interest, three 
back the well-styled male wore heels 
of three and four inches in height!) 

It’s generally agreed major inno- 
vations or change rarely occur in 
the men’s shoe industry and in men’s 
shoe styling. The changes that have 
occurred over the past 40 years have 


etc. 
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Lack of style change has been a cause of declining per 
capita men’s shoe consumption. Major changes in pat- 
terns, lasts and colors have been rare and cyclical. Style- 
men see in heels a new area for exciting fashion inno- 
is a preview of the incipient revolution. 


vations. Here 


three factors: lasts, colors 
and patterns. And these have simply 
consisted of repeated cycles of fash- 
ion rather than genuine change. 

from 
round to 


been in 


for example, swing 
pointed medium - 
broad-square, then back again. 
Colors shift from black to browns, 
and back again. Only in recent years 


Lasts, 


toe to 


has there been more use of genuine 
color, or a wider range of it. 
Patterns have persistently remain- 
ed with the bal and blucher oxford, 
and in recent years the mass accep- 
tance of the slipon. The straight-tip 
and wing-tip and U-tip and plain 
toe are as persistent as the tides 
Add to this the “newer” moccasin- 
type front the 
majority of men’s shoe patterns 
Thus, the major innovations are 
the shift from high 
- cut shoes that occurred 
around and immediately after World 
War I. Thus, the full-fledged styling 
far 


and we have vast 


rare such as 


to low 


innovations in men’s shoes are 


Style 
primarily in seasonal or 
yearly modifications of existing lasts, 
colors and patterns. 

Compare this with the tremendous 
styling evolution that has taken place 
in women’s — and even in 
children’s over the past 
couple of decades. Not only profound 

but the 
new types or 


and few between. “change”’ 


consists 


shoes 
shoes 
alterations in styles, also 
entry of distinctly 
concepts of shoes creating new func- 
tional and styling values combined. 
The consequences have been enor- 
mously significant. Over two decades, 
both 
have shown a per capita consumption 
rise of from three to five pairs... 
a 67 per cent rise motivated chiefly 
by the introduction, promotion and 
consumer acceptance of clear-cut in- 
novations in styling and functional 


women's and children’s shoes 


values, along with new types or 


concepts in footwear. 
Men's over 


decades, 


the 
have declined in per capita 


shoes two 


past 
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consumption ... from 2.3 pairs to 
a current 1.75 pairs, a fall of 24 
per cent. Analysts believe they’ve 
spotted the key reason: lack of major 
change or innovation in men’s shoe 
styling. Historically, where there has 
been an important evolution in types 
and styling of shoes, there has been 
corresponding increase in consump- 
tion, and vice versa. 

The higher and shaped men’s heels 
may not be certain answer to 
the problem. 
vation. It is an exciting idea. And 
it is a fresh approach to men’s shoe 


any 
3ut it is a major inno- 


styling. Even if it wins only a small 
foothold in the beginning, it could 
well gather the momentum to win 
gradually wider acceptance and serve 
as the long-needed needle in the arm 


for men’s shoe business. 


=x a 
» = 4 


Above: rear and profile views of 
the new serrated heels. Left: Same 
views of heels with carved-out sides. 
Below: Contrasting back and side 
views of versions with contoured and 
angulated sides. 

All heels by Caroline Becker, Inc. in 
cooperation with Geo. O. Jenkins Co. 





Tapered toes... 
or bad for kids? 


We that’s a 
tion and that there are many argu- 
ments for and against it. Our own 
contention is that they are good for 
children. But ... there is a strong 
qualifying consideration: “THEY 
MUST BE CAREFULLY AND AC- 
CURATELY FITTED.” It isn’t the 
shape that is of prime importance 
since we are not thinking in terms 
of extreme pointed toes. But it is 
the fit that counts. That, and aware- 
of and allowance for normal 
foot growth. 


know loaded ques- 


ness 


No guarantee against corns 

At times, parents may have some 
qualms about the shape of feet to 
come . . . from the shape of their 
children’s shoes now. But, if they 
look back into the recent past, the 
broad, blunt, round toe shoes were 
no guarantee against corns and cal- 
luses. Correct fit was! 

Style has become one of the most 
important considerations of our 
times. Consumers of all ages, from 
the cradle up, are aware of style. 
It is also a strong psychological 
factor and except for those cases 
where there is a structural defect 
or prescription shoes are indicated, 
children should have a voice in their 
own shoe selection. It adds up to 
one thing. They want to be a part, 
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rather than apart, from their own 
group. If the others wearing 
tapered toes, that’s what they want 


are 


too. 

One thing more. We don't 
nor imply that all shoes in a child’s 
shoe wardrobe should be taper toes 
There can and should be a diversity 
of shoes for different 
activities; and those could very 


Say 


occasions and 
well 
have varying toe shapes. 

We checked with some of the out- 
standing manufacturers and retail- 
ers of children’s shoes to get their 
After all, they have more 
than opinions at stake. They have 
investments of money and goods, as 
well as the obligation to their cus- 
tomers. Their unified consensus of 
opinion has bolstered our own think- 
ing. Here are some that 
reflect manufacturers’ views: 


reactions. 


excerpts 


The semi-tapered toe 

“I believe,” says BILL KISS of 
Pied Piper Shoe Wausau, 
Wis., “that the semi-tapered toe or 
the conservative interpretation, 
which gives the shoe a lighter and 
daintier look but is still completely 
practical, will have a very long life. 
In fact, it is difficult at this time to 
conceive any possibility of a 
turn to the broad, almost square 
toes, which were acceptable not 


Co. in 


re- 


by ESTELLE G. ANDERSON 


except in cor 


Our tapered 


many ago, 
rective type footwear. 
toes, of course, are definitely on the 
conservative side. In 
running about 30 per cent &'» to 12; 
70 per cent 12% to 3. In 
shoes, 80 per cent 844 to 12 and 95 
It has been my 
that is 


stand- 


years 


welts we are 
dress 


per cent 12% to 3. 
that anything 
introduced from a fashion 
point which is impractical for any 
reason, usually persists for a com 


observation 


paratively short time. Inasmuch as 
I believe that the extreme tapered 
or pointed toes are not completely 
from the standpoint of fit- 
room, I 


practical 
ting and allowing growth 
would say that they will experience 


a short life comparatively.” 


Not harmful 
KENNETH 
Ste phe ns-Embry 
“In our case, 
harmful. We 
surements of one of 
from heel to ball, 
toe from the ball forward 


added a little extra 


PAYNE, of Curtis- 
Pa 


not be 


Reading, 

sho ild 
the 

‘ 


our basic lasts 


they 
maintained mea 


and altered the 
In taper 
ing the toe, we 
length and came out with a good fit- 
ting piece of wood. The bulk of our 
on the tapered 
of about &5 


than 10 


Compo business is 
toe to the 
cent but on welts 


extent per 


less per 
cent.” 

ARNOLD HIATT, 
Shoes, Inc., Lawrence, 
confidence in the 
children is reflected in 
which is now converted over to the 
extent of 80 per cent. I feel that 
if the last is properly adapted, as 
ours has then fitting in no 
way can be compromised. We have 
retained the same heel to ball di- 
mensions of our rounder toe last. 
We have, however, added better than 
one whole size to the over-all length 
to get the tapered look.” 

LEO MOLLING, The Gilbert Shoe 
Co., Thiensville, Wis.: “Common 
sense tells us that if the toes on a 
last are tapered so much that it will 

(CONTINUED ON PAGE 64) 


Blus Star 
Mass.: “Our 
tapered last for 


our line 


been, 
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How the top 380 
manufacturers rated in ‘60 


Although 1960 was an off year for the industry, the top 80 
firms, accounting for 60 per cent of total production, show up 
well both in pairage output and dollar sales. 


If the shoe industry experienced a 
letdown in 1960, the top 80 firms as 
a group felt the least pain. While 
the shoe industry as a whole suf- 
fered a drop of 42 million pairs, or 
6.5 per cent, the top 80 firms showed 
a pairage fall of only 4.4 million, or 
1.2 per cent, as compared with their 
performance of 1959. 

It’s evident that the more severe 
blow in pairage output decline in 
1960 was felt by the remaining 720 
shoe manufacturing firms. 

The RECORDER'S annual 
the leading shoe manufacturers this 
year expanded its list from the top 
The results 
of this year’s study unveil some in- 
teresting findings. 

The 80 
combined had an output of 361 mil- 
lion pairs. 
of 4.4 million pairs from 1959, the 
production of this group 
represented 60 per cent of the in- 
dustry’s total output, a rise from 
the 56.2 per cent they represented 
in 1959. Thus, 10 per cent of the 
industry’s 800 shoe manufacturers 
produce three-fifths of the shoes. 

Of the leading 80 firms in 1960, 
some 44 showed pairage 
while 36 showed increases. 
most of the 


study of 


70 to the top 80 firms. 


largest shoe producers 


While this was a drop 


pairage 


declines, 
While 
rela- 


increases were 


tively small, some firms performed 
exceptionally in a “down” year 
Brown Shoe Co. had the biggest 
pairage gain (463,412 pairs), fol- 
lowed closely by Putterman-Loree 
Footwear Sales Co., and Wolverine 
Shoe & Tanning Corp. 

The largest percentage of pairage 
shown by Wolverine 
followed closely by Farm- 
ington Shoe Co. and Tobin-Hamilton 
Co., Ine. 

The first 
for 43 per cent of the output of the 
top 80, and per cent of the 
cutput of the entire industry. 

The first 10 firms accounted for 
52 per cent of the top 80's produc- 


increase was 


aad 
(25%), 


5 companies accounted 


25.5 


tion, and 31.2 per cent of the indus- 
try’s total pairage. 

The first 25 firms accounted for 
69 per cent of the top 80's share, 
and 41 per cent of the entire 
dustry’s pairage. 

It’s the 
share of pairage accounted for by 
each group—top 5, 10, 25, 50 and 80 

in 1960 increased over their re- 
spective share in 1959. This again 
indicates that the larger firms did 
better in 1960 in terms of pairage 
than did the average among the re- 
maining 720 companies in the in- 
dustry. 


in- 


interesting to note that 


by BILL ROSSI 


Despite a generally “down year” 
for the industry as a whole, the top 
80 shoe producers came through 
with dollar sales totaling nearly $2 
billion, and a fat gain of almost $93 
million over their total 1959 figures. 


Dollar Sales 

However, the over-all sales figures 
aren’t as lush as they appear on first 
glance. Fully 48 per cent of the to- 
tal gain in dollars by the top 80 was 
the $44 millions 
Genesco’s sales. And 
accounted for 47 cent 
of the total dollar sales gain by the 
firms. Without 
spectacular gain, the percentage in- 
for the 80 firms would 
have been only 2.4 per cent instead 
of the 4.9 per cent shown. And the 
gain for the top five 
been only per 


accounted for by 
increase in 
Genesco per 


top five Genesco’s 


crease top 


would have 


3.2 instead of 


0.6 cent 
7.4 per cent recorded. 
Genesco in 1960 assumed two par- 
ticular honors. It took first 
place in dollar sales from Interna- 
tional to lead 
And it was the first company in the 
shoe industry’s history to surpass 
the $300 millions sales mark. 
However, it must be remembered 
(TEXT CONTINUED ON PAGE 54, 
TABLES ON PAGES 52 AND 


over 


the entire industry. 


53) 


The Top 80 Shoe Procducers—60% OF ALL PAIRAGE, $2 BILLIONS IN SALES 


PAIRAGE 


GROUP 


1959 1960 


| 


157,658,165) 152,209,728) 
193,170,477| 187,928,239) 
252,928,513) 246,961,448) 
| 313,337,761) 307,757,448 
| 365,124,530) 360,714,042 


Top 5 Firms 

Top 10 Firms 
Top 25 Firms 
Top 50 Firms 
Top 80 Firms 


March |, 1961 


PAIRAGE |PAIRAGE 
CHANGE | CHANGE 
1959-60 


— 5,448,437 
—~— 5,242,238) 
— 5,967,065) 
— §,580,313} 
— 4,410,488 


SHARE OF 
INDUSTRY'S 
TOTAL OUTPUT 


| 1959-60 1959 1960 


~3.5% | 24.7% 
—§%.7 30.3 | 31.5 
—2.4 | 20.6 41.4 
~1.8 49.1 : 
—1.2 87.2 | 


DOLLAR SALES 
1959 
25.5% | $1,101,063,870) $ 


1,271,785,500 
1,519,195,353 











PAIRAGE OUTPUT: The Top 80 Shoe Producers in 1960 
ee ee | PAIRAGE 
| OUTPUT 
PAIRS PRODUCED o% OF RATING 
; PAIRAGE PAIRAGE * 
CHANGE | CHANGE YEAR 
1960 1959-60 1959-60 1959 | 1960 ENDING 


—3,366 ,543 11/30 
— §90,000 11/28 
10/31 
10/31 
12/31 
12/31 
12/31 
11/30 
11/30 
12/31 
12/31 
9/30 
12/31 
11/31 
12/31 
9/30 
12/31 
10/31 
12/31 
12/31 
12/31 
10/31 
11/30 


12/31 


COMPANY 


—_ 
wo 
o 
wo 


a 
— 

= 
R 


International Shoe Co. 
Endicott Johnson Corp. 
Brown Shoe Co. 

Genesco 

Shoe Corp. of America 

J. F. McElwain 

Evy Footwear Co., Inc. 

U. S. Shoe Corp. 
Consolidated National Shoe Corp. 
Five Star Shoe Co. 
Gettysburg Shoe Co. 
Cosmos Footwear Corp. 
Craddock-Terry Shoe Corp. 
Green Shoe Mfg. Co. . 

H. O. Toor Shoe Co. 

BGS Shoe Corp. 

South Berwick Shoe Co. 
Muskin Shoe Co. 
Putterman-Loree Footwear Sales Co. 
Williams Shoe Mfg. Co. 
Dunn & McCarthy, Inc. 
Mrs. Day’s Ideal Baby Shoe 
Kessien Shoe Co. 

Ettelbrick Shoe Co. 
Livermore Shoe Co. 
Klev-Bro Shoe Mfg. Co. 
Ornsteen Shoe Co. 

Trimfoot Co. 

Lown Shoes, Inc. 

Acme Boot Co. 
Radcliffe-Maybury Shoe Co. 
Faith Shoe Co. 
Knapp Bros. Shoe Mfg. 
Georgia Shoe Co. 
Lawrence Maid Footwear 
Sandler Shoe Companies 
Wolff Shoe Mfg. Co. 

Ed White Junior Shoe Co. 
Moran Shoe Co. 

H. H. Brown Shoe Co. 
Vaisey-Bristol Shoe Mfg. Corp. 
Edwards Shoes, Inc. 

Albert H. Weinbrenner Co. 
Medwed Footwear Co. 
Wolverine Shoe & Tanning 
Town & Country Shoes, Inc. 
M. Beckerman & Sons 
Mutual Shoe Sales Co. 
Pierce Shoe Mfg. Co. 
Evangeline Shoe Co. 

A. Werman & Sons, Inc. 
Connors-Hoffman Footwear 
Weiss-Lawrence Shoe Mfg. Co. 
Hubbard Shoe Co. 
Weyenberg Shoe Mfg. Co. 
Rubin Bros. Footwear, Inc. 
Freeman Shoe Corp. 
Tobin-Hamilton Co., Inc. 
B-W Footwear Co., Inc. 
Robbie Shoe Corp. 

Bay-Bee Shoe Co. 
Miller-Hess & Co., Inc. 
Shapiro Bros. Shoe Co. 
Clark Shoe Co. 

Dover Shoe Mfg. Co. 

Biue Star Shoes, Inc. 
Laconia Shoe Co. 
Myrna Shoe Co., Inc. 
Embo Casual Footwear Corp. 
Fenton Shoe Corp. 

Sylvania Shoe Mfg. Co. 
Juvenile Shoe Corp. 
Sham-O-Kin Shoe Corp. 

A. J. Beford Shoe, Inc. 
Auerbach Shoe Co. 

Chris Laganas Shoe Co. 
Farmington Shoe Co. 
Jo-Gal Shoe Co. 

Sport Specialty Shoemakers .. . 
Liberty Shoe Co. . 


Totals: Top 80 Companies | 365,12 
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“* ESTIMATED (Note: Recorper estimates may be accepted as reliably close to actual production). 
oo uM Men's; W == Women’s; J Juvenile 





DOLLAR SALES: The Top 80 Shoe Producers in 1960 


AMOUNT 
OF 
CHANGE 
1959-60 


DOLLAR SALES — SALES RATING 


CHANGE 
1959-60 


COMPANY 


1959 1960 1959 1960 


Genesco, Inc. 

International Shoe Co. 
Brown Shoe Co. 

Endicott Johnson Corp. 
Shoe Corp. of America 

U. S. Shoe Corp. 

J. F. McEtwain Co. 
Craddock-Terry Shoe Corp. 
Knapp Bros. Shoe Mfg. Co. 
Consolidated National Shoe Corp. 
Green Shoe Mfg. Co. 

Dunn & McCarthy, Inc. 
Freeman Shoe 

Wolff Shoe Mfg. Co. 
Weyenberg Shoe Mfg. Co. 
Woiverine Shoe & Tanning Corp. 
Lown Shoes, Inc. 

Evy Footwear Co. 

Albert H. Weinbrenner 

Five Star Shoe Co. 
Gettysburg Shoe Co. 

Acme Boot Co. 

H. H. Brown Shoe Co. 
Sandler Shoe Companies 
Town & Country Shoes, Inc. 
Georgia Shoe Mfg. Co. 
Clark Shoe Co. 

Mutual Shoe Sales Co. 

B G S Shoe Corp. 

Muskin Shoe Co. 

Edwards Shoes, Inc. 

H. 0. Toor Shoe Corp. 
Radcliffe-Maybury Shoe Co. 
Kiev-Bro. Shoe Mfg. Co. 
Cosmos Footwear Corp. 
Vaisey-Bristol Shoe Mfg. Co. 
Ornsteen Shoe Co. 
Evangeline Shoe Corp. 
Hubbard Shoe Co. 

Williams Mfg. Co. 

Juvenile Shoe Corp. 

Ed White Junior Shoe Co. 
Kessien Shoe Co. 
Livermore Shoe Co. 


Putterman-Loree Footwear Sales Co. 


Ettelbrick Shoe Co. 

Trimfoot Co. 

Mrs. Day's Ideal Baby Shoe Co. 

Rubin Bros. Footwear, Inc. 

Chris Laganas Shoe Co. 

Lawrence Maid Footwear 

Shapiro Bros. Shoe Co. 

Laconia Shoe Co. 

Myrna Shoe, Inc. 

A. J. Beford Shoe Co. 

Medwed Footwear Co. 

Pierce Shoe Mfg. Co. 

Faith Shoe Co. 

Liberty Shoe Co. 

Blue Star Shoes, Inc. 

Sport Specialty Shoemakers, Inc. 

Connors & Hoffman Footwear, Inc. 

Fenton Shoe Co. 

B-W Footwear Co. 

Robbie Shoe Corp. 

M. Beckerman & Sons 

South Berwick Shoe Co. 
a on Shoe Co. 

Dover Shoe Mfg. Co. 

A. Werman & Sons 

Auerbach Shoe Co. 

Embo Casual Footwear, Inc. 

Sylvania Shoe Mfg. Co. 

Weiss-Lawrence Shoe Mfg. Co. 

Miller-Hess & Co. 

Moran Shoe Co. 

Bay-Bee Shoe Co. 

Sham-O-Kin Shoe Corp. 

Jo-Gal Shoe Co. 

Tobin-Hamilton Co. 


TOTALS: Top 80 Companies 


*Eatimated (Note Re« 
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order estimates may be 


$276 ,922,417 
283 , 260,920 
276,549,164 
146,099,113 
118,232,256 

52,817,850 
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accepted as reliably close to 


$321, 191,149 


296 ,470 ,457 
295 ,802 ,246 
141,467,778 
128,100 ,000* 
53,467 ,550 
40,000 ,000°* 
28 ,265 ,094 
25,425 ,000* 
24,415,872 
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$44 ,268 ,732 
13,209 ,537 
19,253 ,082 
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$92,783 ,636 


actual sales.) 


16.0% 
4.7 


0 
2 
0 
3 
1. 
- 2. 
6. 
3. 
0. 
0. 
8. 
5. 
2. 
ee 
2. 
— 9. 
9. 
0. 
28. 


4. 


4 


5. 
3. 
z. 
2 
2. 
- 0. 
5. 
0. 
2. 
0. 
3. 


ks 


3.2 
8.3 
1.2 
1.1 
6.8 
1.1 
6.8 
7.0 
3.0 
2.0 
4.1 
5.0 
8.0 
4.5 
3.1 
0.5 
0.4 


3 
1 
2 
3 
0 
0 
1 
0 
1 
3 
1 
1 
5. 
0. 
. 
6 
5 
2 
1 
1 
2 
0 
5 
7 
9 
0 
4d 


5. 
2. 


9 
9 
0 
2 
4 
1 
1 
6 
9 
6 
0 
0 
7 
2 
1 
9 
7 
0 
2 
0 
1 
3 
0 
1 
8 
9 
6 
0 
1 
3 
3 
® i 
4 
8 
9 
8 
3 
9 
9 
2 
6 
6 
2 
0 
0 
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3 
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0 
0 
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3 
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3 
6 
1 
3 
7 
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all of 


derived 


half of 
income is 


that 


Genesco’s 


approximately 
dollar 
now from businesses or sources out- 
side the shoe industry. On a strictly 
shoe industry basis, Genesco would 
rate about third in dollar sales. 
The top five companies accounted 
for 60 per cent of the total 
of the largest 80 firms: and the top 
10 accounted for over 68 per cent 
of the sales of the top 80. Genesco, 
International and Brown alone 
for almost half of all 
sales of the top 80 companies. 
It is roughly estimated that total 
income of the industry’s 800 
manufacturing firms is 
This income from 
factory-owned shoe stores as well as 
from diversified enterprises. On the 
basis of this reckoning, the top five 
shoe manufacturing firms 
International, Brown, 
Johnson, Shoe 


for 


sales 


ac- 


counted the 


shoe 
about $3.5 


billion includes 


Genesco, 
Endicott 
Corporation 
of the 


and 


would account one-third 

total. 
Of the top 80 firms in 1960, 51 
dollar 29 
’ 


declines. 


gains, and 
Even deleting 
Genesco’s huge increase, the top 80 


showed sales 


showed 


showed a respectacle gain, particu- 
larly in the face of a relatively slow 
business 


While 


year. 
the 
gain 


Genesco was by far 
front-runner in dollar sales 

the other big 
ases were shown by Brown Shoe 
Shoe 
, and Shoe Corporation 
$10 million 
the 


were 


among top 80, in- 
cre 

$19 million International 

lion 
erica 
dollar 
increases shown by 
Sham-O-Kin Shoe 12.1% 
followed closely by Farmington Shoe 
Co and Embo 
Inc. (27.3% 

Of the total of 80 leading firms, 
9 are general line producers 


Per entage-wise, best 
sales 
Corp 
28.6% Casual 
F ootwear. 


(men’s, 
women’s and juvenile shoes) ; 28 are 
makers of women’s shoes only; 18 
produce women’s and juvenile shoes; 
12 specialize in juvenile shoes; 4 
shoe manufacturers; 7 
make men’s and juvenile shoes; 


are men’s 
and 
two make men’s and women’s shoes. 
The top 80 firms are headquar- 
tered in 15 different How- 
38 of them are in only three 
states (Massachusetts, New York 
and New Hampshire), while 63 of 
them are concentrated in six 
the previous three plus Missouri, 
Maine and Pennsylvania. 
Distribution of the top 80 firms 


states. 


ever, 


states 


among the follows: 
Massachusetts, 18; New Hampshire 
and New York, each with 10; Mis- 
souri, 9; Maine and 
with 8; Ohio, Wisconsin and 
Tennessee, each with 3; Illinois and 
Georgia, each with 2; and Maryland, 
Arkansas, Michigan 
each with one. 

To qualify for listing among the 
top 80 shoe manufacturing firms re- 


states is as 


Pennsylvania, 
each 


and Virginia, 





How the company listings 
are compiled 


1. To be eligible for listing 
among the top 80 firms, a 
company must have a mini- 
mum annual pairage output 
of 1.3 million. 

No slipper or rubber 
wear firms are included. 
Pairage output figures include 
subsidiary plants of listed 
firms. 

Company sales figures in- 
clude income from all sources 
—manufacturing, retail, di- 
versified enterprises, affili 
ated firms, or other. 
Separate figures for affiliated 
firms are not provided in 
these listings. For example, 
Florsheim is with Interna- 
tional; Kinney with Brown: 
Mid-States with Shoe Corp. of 
America, etc. The figures of 
affiliates are incorporated in 
the totals of the parent or 
central company 


foot- 











quires a minimum pairage of 
1,400,000 pairs. 
the first 10 firms requires a 
mum pairage of 6,000,000. In 
the firms requires 
about 3,000,000 pairs minimum. And 


about 
To be listed among 
mini- 
lusion 
among top 25 
for inclusion among the top 50 ne 
cessitates 2,100,000 pairs maximum 
This applies to leather shoes, 
sive of rubber. 


exclu- 
As to dollar sales, only those firms 
which qualify for the pairage listing 
dol- 
Many firms not on 
have 


but their pairage 


are eligible for inclusion in the 
lar sales listing. 
the list actually 
than those listed 
falls the 
for listing among the top 80 firms 
on production. 

Among the the 
changes in position or “ratings” in 
pairage output showed little change. 
However, among many of the re- 


sales 


higher 


below minimum required 


top 25 firms, 


maining firms in the top 50, a num- 
ber of substantial shifts in rating 
took place. In some _ in- 
stances, ratings shifted upward o1 
downward by anywhere from eight 
to 15 While numerous 
shifts dollar 
ings among the top 80, the changes 


position 


positions. 


occurred in sales rat- 


in positions tended to be more on the 


minor side 

The total dollar sales of a numbe1 
of the large firms 
among the top 20—are fattened by 


very such as 


inclusion of retail sales figures of 


company-owned chains or store 
Brown, International and Shoe Co 
America typical 
group; and, of 
its total 


diversified 


poration of are 
this 


though 


among course, 


Genesco income 


includes more sources 


than any other shoe manufacturing 


company on the list of the top 80 


Summary 

In terms of 
turing 
a fairly cone 


palirage output, shoe 


manufac may be regarded as 
industry 


the de 


entrated 


though by no means having 


gree of concentration found in othe 


industries Some S80 companies a 
count for 60 per cent of the produ 
that the top 


of 800 in the 


tion. It is estimated 
300 out of the total 
, over S80 


industry, well 


per cent of! le pall » output 


Howe el 


that vol 


emphasize 


ime of pairage output 


synonymous neither with volume of 
profits nor success, Nu 
dus 


pairage 


dollar sales, 


merous firms not on this list 


simply to failure to meet 


requirements have substantially 
larger dollar 
Numerous 

show better net profit figure 


And 


while 


sales than those listed 


firms not on the list 
would 
of those listed here 
the 


volume classification, are 


than some 


many among non-listed, 
smaller in 


tol 
CceSSe8 AS specialists 


Our study, 


outstanding suc 
in their respective fields 


therefore, is a “rating” listing in 
terms of pairage volume only 

The top 80 firms fared better thar 
realized in 1960. Despite its being 
“off” 
commendably both in pairage output 


While for many in 


an vear, they came through 


and dollar sales. 
this group it was a year of shrunken 
profits, the fact 
that the profit showing could have 


consolation lies in 


been worse had not the pairage vol- 
ume and dollar sales held up as well 


as they did. 
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Build a strong store image 


Every successful store has a distinct image in the commu- 
nity mind designed to appeal to a certain group of customers. 


image” 


assets a 


“store is one of the most pow- 
effective have. 
Store image is getting top-priority attention in re- 


A strong 


erful and shoe store can 


tailing today. pays off in 
Most impor- 


no cost. 


And with good reason: it 
ales, profits, traffic, customer loyalty. 

tant, it can be built with little or 
Store image is 
the 

It’s your identification tag. 
of things 


dise, operating pol 


simply the “personality” of your 


customers and com- 


It’s built around 


business in mind of your 


munity 
Variety 


your salespeople, the merchan- 


icies, customer relations, prices, 


advertising, store appearance, location, etc. 
Store indifferent. I 


‘ 
indifferent, it 


If good, success is 


good, bad or 


doomed to failure. If 


image can be 


bad, the store is 


nailed with definite limitations. 


ilmost 


Here 


store 


assured. 


are specific ideas of how to build a strong 


image—proven ideas used by successful stores 


® Specialize. No can be all things to all 
Your 


of shoes, fitting services or 


store 


people specialization may be certain 


; prices, 


types some other major 
Whatever it is, build your image upon it 
Weak 


indeci- 


feature 
then be it. 
result of 


There can 


want to be- 
the 


® Decide what you 


store Images——-or poor ones——are 


sion. Have a plan, a purpose, a market 


be no positive store identification or “personality” 


intil vou know what vou are, what vou want to be 


and do 
© Be yourself. Don't imitate 


1use they’re successful. A discount store can’t dress 


other stores just be- 


successfully get 


It’s a 


up like a fancy salon and across a 


discount or “bargain” image. contradiction 


Stay “natural.” 
© Have a positive operating policy. One store can't 


be part service and part self-service. It can’t be 


iberal on some refunds, stern on others—depending 
on the of the 
ip a clear-cut blueprint of operating policy. This sets 


reflects 


momentary whim management. Draw 


the customer relations, 


strongly on 


your 


pattern of 
your image. 
© Know your market and clientele. Spell it out in 
Each market—each clientele or group of peo- 
different in wants, responses, buying 
With a clear-cut picture of market and 


detail. 
ple—is tastes, 
habits, ete. 
clientele in mind, you can now build a specific store 
image targeted to the primary interests of this group. 

® Use a store slogan. Not just on your letterhead 
but apply it to everything—in your advertising, dis- 
cartons, packaging, publicity, customer rela- 
tions. Make it a strong symbol, an identification mark, 
in your community. 


plays, 


® Tie in your sales personnel. Salespeople are one 


March |, 1961 





“It’s high time we retailers recognize 
that we cannot be all things to all people. 
When we try to do that, we end up with no 
particular appeal for anybody. Each of us 
has his own individual niche in the market 
place. It is up to us to determine where we 
fit, who comprises our customer body, 
and then to fulfill as completely and satis- 
factorily as possible the expectations of 
our particular group in our logical market.” 


VIRGIL MARTIN 
President, Carson, Pirie, Scett 





influences in creating a store 
for 


strongly influenced by their impression of the saies- 


of the most potent 


image. Customer preferencs certain stores are 


people. to the 


Train your salespeople to contribute 
pre-determined store image. 

® Use specialized advertising. The layout and copy 
of your ads should very pointedly reflect your store 
image. If low prices are your forte, don’t dress up 


your ads with sophisticated copy and art—or vice 


Advertising should symbolize store image, and 


versa. 
vice versa. This also applies to your whole merchan- 
dising program. 

® Publicize 
granted. If your 


your store image. Don’t take it for 
store emphasizes extensive size se- 
fitting, this is 
It contains many publicity possi- 
slueprint a 


lections and precision your image, 


your major asset. 


bilities for educational and news value. 
publicity program around this. 

® Store appearance is store image. For example, 
high fashion is best sold in stores with a fashion look 
and atmosphere. Once know market and 
clientele, your type of merchandise and prices, your 
then fit 
How 
the store looks is how the store should act, and vice 
versa. One image complements the other 
strengthens the single, over-all image. 

® Use fresh 
another 


you your 


operating policy, your specialized assets- 


the store’s appearance to best adapt to these. 
and so 


If not, you’re tagged 
the street.” In short, a store 
without definite image. Dare to be different, distinc- 
tive—within practical bounds. And very important, 
any ideas devised and used should be closely related 
to the store image, should contribute to it. 

Take this list, match it against any successful store 
in town. You'll find these stores applying most or al! 
rules. 


as “just 


ideas. 


shoe store on 


of these 





Are brands losing out 
to private labels? 


THE battle of private labels 
against nationally advertised brands 
has been raging in most areas of 
retailing for more than a quarter 
of a century. 

A significant increase in the pro- 
duction of unbranded footwear dur- 
ing the past 12 years the 
question, “Are brands losing out to 
private labels in shoes?” 


poses 


The growth of make-ups 

It is estimated that in 1948 make- 
up shoes and retailer brands, or 
private purchased through 
centralized buying offices, accounted 
for 40 per cent of shoe production 
in units and 31 per cent in dollar 
sales. By 1958 make-ups and retailer 
brands had grown to 45 per cent in 
pairs and 35 per cent in dollars, an 
increase of 37 per cent in pairs and 
42 per cent in dollars. 


labels, 


During the same period, produc- 
tion of branded and instock 
increased by only 12 per cent in 
pairs and 18 per cent in dollars. 
The over-all market increased 22 
per cent in pairs and 25 per cent 
in dollars between 1948 and 1958. 


shoes 


Current estimates are not avail- 
able, but the rapid growth of chain 
stores and the mushrooming of the 
newer types of mass distribution 
outlets which has taken place in 
the last few years would indicate 
that the 1948-58 trend has 
accelerated. 


been 


In the grocery field 

It is significant to note that in 
the supermarket-dominated grocery 
field, which has long been considered 
a stronghold of private labels, their 
rate of growth has been far slower 
than in shoes. 


Supermarket Merchandising Mag- 
azine estimated in 1958 that, in the 
previous five-year period, private 
had in the 
grocery business by 5.7 per cent 
and, at that time, represented about 
11 per cent of all grocery sales. The 


label sales increased 


56 


larger stores, as might be expected, 
did the greater volume in private 
labels. The A. & P. is said to be 
doing 25 per cent or more of its 
grocery volume in private labels. 
Its Ann Page products have equal 
or better consumer acceptance than 
most national brands. 
In the grocery field, 
strong conviction that 
trend can be reversed. The feeling 
is that, although manufacturers have 
built an acceptance for nationally 
advertised brands, they have failed 
to develop the broad base of strong 


there is a 
this growth 


dealer franchises necessary to sup- 
port and increase their advertising 


programs. 
Dealer education neglected 

has been 
branded 


Education with dealers 


neglected. Reasons why a 
line should be promoted actively, and 
a program of incentives to move the 
brand, are considered to be the most 
immediate objective. 

These same circumstances 
in shoes. If the trend toward private 
down or 


exist 
to be slowed re- 
versed, branded manufacturers 
will have to work much harder, not 
only in aggressive promotion, but 
in educational work, and in providing 
new incentives to retailers to push 
brands. 


labels is 
line 


In the grocery, appliance and 
several other branches of retailing, 
brands slug it with 
labels on the same selling floor. In 
shoes, the battle is between the in- 
dependent merchant, the 
brand-selling chains and 
departments on the one side, and the 
giant chains, discount houses, pro- 
motional department stores, and the 
mail department 
stores on the other. Sears Roebuck, 
which, incidentally, is the third larg- 


out private 


smaller 


leased 


so - called order 


est national advertiser, features pri- 
vate labels almost exclusively. The 
fast-growing J. C. 
department stores, 


Penney chain of 
which 
outstanding job in shoes, is a private 


does an 


label operation. 

Like the strong private labels in 
the grocery field, these mass distri- 
shoe outlets have powerful 
name 


sumers at 


bution 


brand recognition with con- 
either the national or 
local level. Very often this recog 
nition is greater than that enjoyed 
by the nationally advertised brand 
or the local merchant. This is par- 


ticularly true of the larger chains. 


Discount houses 

Discount houses thus far have not 
been successful in getting nationally 
advertised shoes. But the reputations 
they enjoy for selling bargains have 
developed acceptance for their pri 
vate labels in their trading area 
Often token stocks of branded shoes, 
distress 


usually cancellations or 


merchandise, are featured in heavy 
local advertising. Thus brands 


used to give a boost in selling thei: 


are 


private labels 
A program of rapid 


increasing emphasis on 


expansion, 
fitting, in 
tensive local promotion and a grad 
ing-up in quality is winning a larger 
of the market for the 
discount 


share shoe 
house. 

This was the history of the de 
velopment of the chains. It will be 
the the 
discount and other new and unortho 


dox methods of shoe retailing 


course of development of 


Brand name defined 
Henry E. Abt, 
Names Foundation, 


president, Brand 
In 


manufacturer’ s 


defines a 
name as “a 
his 


brand 


identification of product made 
familiar by 
or by other consistent communica- 
the stakes 


“there is 


consistent advertising, 


tions to users .. . Because 
high,” he 
impulse to call 
that 


are continues, 


a recurring words 


and symbols brands are not 
brands 

“It is the Foundation’s contention 
that the only battle of the 
competition between genuine brands 
Other competition in the market 


place is misnamed,” Abt says. 


brands is 
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Mushrooming mass-volume outlets are boosting private label 
shoe production. Can brands stem the tide? Strong ‘‘brand 
image’ manufacturers and retailers are successfully meet- 
ing private label competition now. More must recognize the 
threat and step up their merchandising, advertising, and 
promotion if private labels are to be confined. 


Private laoels, whether they are 
“misnamed” as brands or otherwise, 
are becoming an increasing problem 
for manufacturers and retailers of 
branded shoes. 


A unique situation 

If it were necessary for private 
labels to compete on a quality com- 
parison and value basis, displayed 
side by side with branded shoes on 
the same selling floor, the problem 
would be different perhaps, 
easily unique 
situation exists in shoe distribution. 
Branded footwear moves to the con- 
sumer through completely separate 
and different channels than private 
label 
are dynamic and have a great growth 


and, 


more solved. But a 


merchandise. These channels 
potential. It will require some real 
fighting to them to their 
present proportions 


confine 


for 


private 


There is a trend, too more 


retailers to adopt labels. 
Merchants with strong local reputa- 
for fitting sell 


exclusively, or side, 


tions and service 
them 
with nationally advertised brands. 
Abe Weinman, president, Five 
Star Footwear, Island City, 
N. Y., points out the advantages of 
sold through the 
merchant. He reasons, 
“The flexibility of building a shoe 
or a line of shoes to fit into a more 
competitive offers the 
retailer the price groove that his 
desire. In times of re- 
deflation, he shift 
gears forward or backward to take 
psychology 
and the consumers’ pocketbooks more 
rapidly than he could if he were seil- 
ing nationally advertised, fixed price 


side by 


Long 
private brand 
independent 


price range 
customers 
cession, or can 


advantage of consumer 


brands. 

“Private brands permit a retailer 
to build his line rather than 
one controlled by the factory. Should 
he lose his franchise from a nation- 
ally branded manufacturer, he need 
not search for a replacement. His 
private label is his own and is not 
subject to the marketing whims of 


own 
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TRENDS IN MAKE-UP AND BRANDED SHOE MARKETS 
1948 AND 1958 





Make-up and Retailer 


TOTAL SHOE MARKET—1948 
(in Pairs) 





Brands Purchased 
Through Centralized 


40% 





Buying Offices 


Manufacturer Branded 





instock Purchased 
Through Decentralized 





Buying Offices 





Make-up and Retailer 


TOTAL SHOE MARKET—1958 
{in Pairs) 





Brands Purchased 
Through Centralized 


45% 





Buying Offices 


Manufacturer Branded 





Instock Purchased 
Through Decentralized 


55% 








Buying Offices 





| 


all 





his supplier.” 


The fill-in problem 
Fill-ins 

smaller 

labels 


for the 
private 


are a problem 
which sell 
takes so 
Sut more manufacturers 
are developing unbranded stock de 
partments to this 
operation. 

Brand 
retailers 


chains 
because it long to 
get shoes. 


to cater type of 


manufacturers and 


branded 


name 

selling footwear 
are not concerned the 
future of name The 


independent is still the backbone of 


too about 


brand shoes. 
the shoe business and, for the most 
part, the independent is a 
name merchandiser. Despite the fact 
that the growth rate of the chains 
other volume distributors is 
than that of the indepen- 
branded manufacturers 
retailers are convinced that they can 


brand 


and 
greater 
dents, and 
meet and beat private label competi- 
tion. 

Says Saul Goldblatt, merchandise 
manager, shoe division, Lit Brothers, 
Philadelphia, “We have statistics to 
that our concentration on 
branded lines that know how to 
work with department has 


prove 


stores, 


resulted in an increase in our sales 
and profit 
Brand name shoes are continuing to 
and in share 
of business nationally. At Lit Broth- 
not any make-up 
shoes except for special promotions. 
We are especially proud of being 
the largest distributor in the Dela- 
ware Valley of the national brands 
we carry. 


year-in and year - out. 


grow in importance 


ers, we do use 


Brands and the department store 

“Because of the growth of retail 
shoe chains in shopping centers and 
the more 
important for the department store 
to concentrate its efforts in 
oping the maximum sales potential 
of the national brand lines. 

“There are many advantages in 
brand name lines 
their fashion styling fa- 
cilities, quality, stability, value and 
supply. Furthermore, the department 
store through national brands gives 
the customer consistent value at a 
standard price.” 

Louis J. Schaefer, executive vice- 
president for sales, Brown Shoe Co., 
not that 


roadside stores, it is all 


devel- 


promoting shoe 


such as: 


does believe brands are 


57 





The battle of brands vs. private labels 


Those manufacturers and retailers who have made 
the most progress in research and market develop- 
ment have been rewarded with strong brand name 
images and are meeting private label competition. 


losing out to private labels. 

He says, “Brown Shoe Co. and the 
independent shoe retailers, specialty 
and department stores have a 
common stake in the growth and 
development of nationally distribu- 
ted and nationally advertised shoe 
brands. 

“We have significant evidence from 
our own sales and in reports from 
our retail customers of the buoyancy 
of national brands. Maintenance of 
a healthy growth naturally calls for 
not only good values in shoes and 
advertising by the manufac- 
but intelligent and 
aggressive merchandising and selling 
by retailers. 


ai ” rd 


turer, also in 


Substantially ahead in 1960 


“Brown Shoe Co. brand sales in 
1959 brand 


ahead as 


1960 compared to our 
were substantially 
against a decline in 1960 total shoe 
industry production from 1959. 

“We expect greater growth in our 
brand names in 1961. All of our 
promotional efforts have been con- 
sistently aimed toward helping the 
independent retailer, whether shoe, 
specialty or department store, build 
brand name sales and we expect to 
continue this program.” 

Jerome J. Sholem, president of 
J. J. Sholem Stores, Champaign, IIL, 
and winner, Brand Names Founda- 
tion’s Shoe Retailer of the Year 
award for 1960, feels this way: 

“The independent shoe merchant 
who thinks he can get along without 
brand name shoes will have 
as much chance of as an 
automobile dealer trying to sell a 
car without a name-plate—and it had 
pretty good 
Only two roads remain in the shoe 
field for a dealer to follow. Either 
he sells PRICE and price alone, and 
has nothing else to build upon. Or 
else he becomes a vital and perma- 
nent part of his community by selling 
and merchandise of recog- 


sales 


about 


Success 


better be a one 


service 


58 


nized quality ... And, if he expects 
to survive for more than just a year 
he'd better stick to 
merchandise whose quality has been 
pre-sold to the final consumer.” 

Les Hafemeister, advertising man 
ager, Weyenberg Shoe Mfg. Co.. 
Milwaukee, Wis. says: 


or two, honest 


Good and bad brands 
“There and 
good ones and poor ones. That goes 
for nationally advertised brands and 
brands. A_ good 
private brand will push a poor na- 
tional but a good 
nationally established 
brand will keep its lustre in spite 
of the proverbial hell and high water 
well- 


are brands brands, 


so-called private 


brand around, 
advertised, 


Consumers have confidence in 
known brand They believe 
in the integrity of the maker. They 


hames. 
are frequently suspicious of names 
with which they are not familiar . 
This acceptance varies between types 
of goods and types of stores and is 
full of contradictions. But, day in 
and day out the national brand on 
will more 
consumer acceptance than its coun- 
terpart under a private label.” 
David S. Hirschler, president, 
Hofheimer’s, Norfolk, Va., holds that 
“The growth of 
recent years has come about due to 
the increased number of chain stores 
which confine themselves to their 
own private With a 
distribution and their vast coverage, 


a reputable product get 


private labels in 


labels. wider 
there is no question or doubt that 
far 


in sales. 


private labels will exceed na- 


tional 
“In our operation, we 


brands 
have been 
consistently meeting this chain store 
and department store private brand 
competition by the type of national 
product which we offer in various 
classifications. 
“There many 
considered when you feature private 
labels, because the increase that has 


are angles to be 


been made in private labels comes 


strictly from price appeal. We cater 
to the family and feature 
national lines in a 
successful way in face of the com- 
petition which we have from private 


entire 


branded very 


brands.” 
Steve J. Yeager, president Steve's 
Shoes, Inc., Kansas City, Mo., 
brand name “the 
force of the industry .. . known for 
uniform quality and workmanship, 
and for an accepted retail price. This 
reputation is of invaluable impor- 
tance to the entire shoe industry 
“We realize through the 


there have been occasional trends to 


sees 


shoes as police 


years 
private labels and store identifica- 
tion. History in shoe retailing often 
proves that these are short term 
trends 

“The future of 
never been more promising and thei 
the 


more to 


brand names has 
consumer ha 
the shoe in 
dustry than it does today.” 
that the 
the brands versus the private labels 
is the battle of the 
against mass volume operations 
the 


acceptance by 
never meant 


Sc it appears battle of 
independents 
The 
dozen years 01 


record of past 


so shows a clear trend to private 
labels. But there is always a danget 


in drawing too hasty conclusions 


Market research 
We 
precedented 


are living in an era of n 
emphasis on research, 
marketing and advertising. A recog 
nition of the importance of researct 
and market development has come 

has 
areas in the 


wh ile 


Those 


late to shoes. But more progres 


been made in these 


past several years than in the 
decade which preceded them 
shoe manufacturers and_ retailers 
who have accounted for this progress 
rewarded with strong 


have been 


brand name images. They are con 
that they 
with 
the 


labels is to be 


vinced can compete su 
labels 
growth of 
continued it 


more general 


cessfully private 


tut if private 
will 
far 
nition of the 
threat they 
intensive advertising, promotion and 
creative merchandising by ev 
manufacturer 
every retailer 


require a recog 
the 


more 


seriousness ot 

present, and 
ery 
brands and 
selling them. 


making 
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Breaking the billion pair barrier 


Come 1965, our retail outlets will sell one billion 
pairs of footwear, reach nearly $7 billion in sales, 
and service one and a half billion customers. 


business is a 
the 
themselves have realized. 
The 
billion pairs of footwear to American 
consumers are much closer than the 
industry realizes 


Retail shoe store 


lot bigger than even shoemen 


prospects for selling one 


In fact, the target 
the 
pair sales barrier is 1965 


vear for breaking one-billion- 
marketing 
AND SHOE 


e-opening figures 


fresh 


Boot 


Based upon a 
analysis by the 
RECORDER, some ey 
present a bright, new picture. 
For 1961, 
shapes up. 


shoes will approach 640 million pairs. 


here’s how the picture 
Production of leathe 
Imports of leather shoes should be 
Note: if 
domestic production is lower, there’s 


around 37 million pairs. 
also a fair chance that imports will 
Retail the 
combined should be about 677 million 


be higher. sales of two 


pairs.) U. S. output of rubber and 
other non-leather footwear should be 
around 80 million pairs, and imports 
of the 
around 110 million. Total retail sales 
of all footwear for 1961 
pairs 


For 


same type are estimated at 


867 million 


dollar sales of retail 


1961, 


outlets selling footwear should total 
a staggering $5.870 billion. Total 
retail sales of all footwear (leather 
and rubber, both domestic and im- 
ports) will $5.340 billion. 
Sales of accessories (hosiery, hand- 
foot 
outlets or 


come to 


polishes, aids, etc.) in 


footwear 


bags, 
these depart- 


ments—based upon an average of 
total 
should reach $530 million. 

A healthy outlook is in 
the outlets 


will 


10 per cent of store sales 
growth 

1965 retail 
for the first 
history 


cards By 
sell 


nation’s 


and time in 


any one billion 
pairs of footwear. This includes an 
690 pairs of do- 


mestic leather shoes, plus a conserv- 


estimated million 
tive estimate of 65 million pairs of 
leather shoe imports and 95 million 
pairs of rubber and other non-leather 
footwear domestically produced, plus 
150 the 
imports. Total: one billion pairs. 
Sales of this footwear in 
1965 should amount to 
$6.140 billion, plus $610 million in 
accessory sales in these outlets, for 
a fantastic total of $6.750 billion. 
Per capita consumption of all foot- 


million pairs of same in 
retail 
outlets In 


will be around 4.71 
1965 will reach an 
average of 5 pairs, both new records. 


1961 
and by 


wear in 


pairs 


Each person—or average per capi- 
ta—will spend $29.18 on footwear 
in 1961, and $31.01 in 1965. 

Average per capita spending for 
footwear and 
(purchased through retail stores and 
departments) will reach 
1961, and $34.09 in 1965. 

Perhaps few shoemen in the 
the 
billion-pair footwear sales mark was 
And 
figure of 


accessories combined 


$32.08 in 


in- 
dustry have realized that one- 
near at hand. 
that a 
retail 


so realistically 
few have thought 
nearly $7 billion in 
virtually on our threshold. 
It sums up to something 
significant. Our retail footwear out- 


sales is 
quite 


lets have far more sales muscle than 


has been generally recognized. In 


1961, approximately one and a quar- 
ter billion customers will go into 
shoe stores and departments. 

Thus, 


bear tremendous responsibility and 


America’s shoe retailers 


far more than _ believed. 
1965, it is the 


responsibility of selling one billion 


influence 


Come influence and 
pairs of footwear, of handling con- 
sumer spending of nearly $7 billion 
in footwear and sales— 
and of 


involving 


accessory 
retailer-customer relations 
half billion 


one and a 


people. 





BREAKING THE ONE-BILLION-PAIR BARRIER BY 1965 


Retail Footwear and Accessories Sales 1961 and 1965 


FOOTWEAR, PAIRS 


U. S. shipments, leather shoes 


Imports, leather shoes 


1961 


640 million 
37 " 
80 4s 


U. S. shipments, rubber and other footwear 


imports, rubber and other footwear 


DOLLAR SALES 
Total retail dollar sales, all footwear 
Shoe store accessory sales (at 10% of total) 


Per capita consumption, all footwear 
Per capita spending, all footwear 


Per capita spending, accessories and footwear 


sold through footwear outlets 


iV” 


$5.340 billions 
ooo OC” 


$5.870 ”" 


4.71 pairs 
$29.18 


$32.08 


1965 


690 million 
65 “ 
95 

150 


$6.140 billions 
— 


$6.750 =” 


5 pairs 
$31.01 


$34.09 
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Accessories | 
can be 20% of your business 


With a definite percentage goal, forethought, customer exposure 
and a little extra work, you can watch related merchandise boost 


your traffic, boost your sales totals, boost your profits. 
by VIRGINIA MARSHALL 


Last year Family Shoe Store “A’”’ 
reported a minus one per cent for 
accessory sales. Family Shoe Store 
“B” reported a whopping 20 per 
cent. The explanation for Store 
“A”: “We carry a limited supply 
of polishes and more were 
swiped than sold.” 

The explanation for Store “B” 
“We well - rounded - lines of 
carefully bought and efficiently mer- 
chandised handbags, 
polishes and foot aids, plus gloves 
seasonally. We push accessory sales 
through display, exposure, informed 
sales personnel, sales training, and 
commission incentives.” 

Approximately $1146 million will 
be spent on accessories this year. Of 
this amount, shoe stores will do an 
$158 million. Are 
going to get your share? Are you 
attempting to get share? If 
take hold of own 
straps and try. 

First, get the merchandise. Here’s 
what Store “B” 

-a wide variety of types and colors 

of polishes, including special prod- 

ucts for renovating buffing, condi- 
tioning footwear. 

—a complete size range of two or 
more colors of hosiery in long, me- 
dium and short leg lengths. 

—sox for both sexes, all ages, with 
extra supplies of the current teen- 
fad favorites. 

— -a representative stock of standard 
foot aid items to adequately sat- 

growingly foot-conscious 


cans 


carry 


hosiery, SOx, 


estimated you 
your 


not, your boot 


carried: 


isfy a 
public. 
an inventory of both tailored and 
dressy handbags in seasonal colors, 
coordinated colors plus novelty 

items. 

-ornaments, mostly dressy. 
—children’s gloves and mittens, Oc- 


60 


tober through February only. 
the 


view of 


merchandise 
fitting 


Second, display 
strategically, in 
chairs. 

Don’t limit displays to wrap-coun- 
ter area only. Use two or more racks 
for cello-wrapped hosiery; compart- 
mental tables for sox; freestanding 
racks plus counter racks for polishes; 
a permanent 
posed stocks of foot aids. Distribute 
handbag displays effectively through- 
out the store’s women’s and teens fit- 
ting areas. Put a shoe and handbag 
coordination on your wall peg board. 
Put a shoe and ornament coordina- 
tion on your end table. Put a men’s 
with colorful 
ordinates adjoining the men’s fitting 
chairs. 

Make all accessories handy to the 
customer. The formula is exposure. 
Make is for the customer to 
pick up a handbag, examine it, and 


sales cabinet with ex- 


shoe argyle sox co- 


easy 


replace it on a shelf or rack without 
having to balance it or place it just 
pin. Keep 
orderly, accessible, attractive, well- 


so on a displays neat, 
lighted. Help the customer to want 
to look at the merchandise. Display 
with the customer in mind. 

Keep children’s winter gloves and 
mittens full the 
youngsters themselves. Many gloves 
When the 
child sees the display he may remem- 


low, in view of 


are replacement buys. 
ber that he forgot to report losing 
his other pair. Clip mittens to your 
stormwear display rack in the child 
ren’s area 

Besides in-store display, take ad 
vantage of your street window and 
the advertising 
Show a dressy handbag with forma! 


impact it carries 


shoes; show a matronly carryall 


handbag with mama shoes; show 


green polish with green pumps; and 


CONTINUED ON PAGE 65 





THE ACCESSORY MARKET 





ESTIMATED 
TOTAL 
MARKET 


ESTIMATED % 
OF TOTAL MARKET 
ATTRIBUTED TO 
ALL SHOE STORES 


ESTIMATED % OF 
SHOE STORE SALES 


TO OTHER 
ST 


THIS TYPE 
OUTLET 
SELLS THE 
MOST 
VOLUME 





TO CHAINS 





1,875,432,000 
prs. 
$750,000,000 


DEPARTMENT 
STORES 





$85,000,000 


FOOD 
SUPER 
MARKETS 





$22,692,000 





$250,000,000 














$1,146,000,000 





$157,992,000 


DEPARTMENT 
STORES 
== ee 
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"To take a lighthearted step 
into summer, choose play- 
shoes . . . in chalk white.” 
This window suggested it at 
Frederick & Nelson, Seattle, 
Wash. The window, by dis- 
play director J. T. Sjursen, 
put all of the emphasis on 
the white playshoe. The 
props? A black and white 
striped cabana; a_ board- 
walk; driftwood, a beach 
towel; a picnic basket; oa 
portable radio; sunglasses; 
suntan lotion, sand and a 
mannequin. The window tells 


~ 


ager 
the woman she must have a 
white flats for a day at the 


beach. — 


Displays that tell a summer shoe story 


This Sjursen window features 





“lighthearted casuals and 





pert little heels in ice cream 





whites — refreshingly cool 
footwear to team with this 
summer's casual cotton fash- 











ions and active sportsweor.” 
A paper flower hides the 
shoe props and helps create 
the summer mood. A wicker 
bag, the lattice and a man- 
nequin clad for gardening 





complete the scene. The 
wicker bag and the clad 
mannequin could come from 
a neighboring women's spe- 
cialty shop. 


Frederick & Nelson drama- 
tized the contrast of black 
and white in this Sjursen win- 
dow. The simple props effec- 
tively tell the customer she 
needs at least two pairs of 
dress shoes for the summer 
months. The window suggests 
that a woman should "put 
summer's best foot forward 
in beautiful black and bright 
white." Here too, most of the 
props are easy to make. The 
cooperation of a women's 
specialty store will complete 
the window. 
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WHAT'S IN A SHOE AND HOW TO SELL IT 





| Molded footwear processes . .. 


WE'VE talked about different fami- 
lies of shoe constructions: the sewed 
group, the cemented group, the nail- 
ed and pegged types. 

Now comes a family, the 
most modern and recent, the molded 

processes. Some shoemen 
that molded constructions 
represent the shoemaking of the fu- 


new 


footwear 


believe 


ire. 
Here we'll discuss the two princi- 
ple types of molded the 
ileanized and the injection-molded 
First, the vulcanized type 
In shoemaking, 
whereby 


footwear: 


processes. 
vulcanizing is a 
unvulcanized 
of heat 
and pressure, forms a complete sole 

1 heel, and at the same time at- 
taches these to the upper part of the 


process an 


rubber mixture, by means 


ana 
shoe. All this is done on special ma- 
chines in a matter of a few min- 
ites, with a minimum of labor. 
Almost all rubber-canvas footwear 
is made by the vulcanizing process. 
Here in our story, however, we'll 
discuss vulcanizing only as it applies 
to shoes with leather 
development 


uppers a 
more recent making 
rapid strides. 

Today, 
of vulcanized leather-upper shoes a 
being made in the U. S. 

lusive of the tens of millions of 
pairs of 
While this 


close to two million pairs 


are 


rubber-canvas footwear 


represents only a tiny 


Cross-section of vulcanized shoe 
with leather upper. 
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share of total shoe output, it must 
be remembered that only as recently 
almost no pairage was 


produced by this process. 


as 1956-57, 


The vulcanizing process has had 
far swifter development in Europe. 
Last year in Britain, for 
some 13 million pairs of vulcanized 
shoes with leather uppers were pro- 
total 


instance, 


duced—or about & per cent of 
shoe output. 
thus 


foot- 


In the U. S., shoe 


far has been the main type of 


the work 
wear utilizing the vulcanizing 
But 


dren's and boys’ shoes 


proc- 
ess now it’s moving into chil 
in England, 
over half of all vulcanized shoes are 
children’s 
lightweight indoor-outdoor footwear 
are made by this method. The U. S 
Army is expected to adopt 
this for boots 
the Canadian Army already uses 


it 


Also, some slippers and 


shortly 


process servic *-type 


foot- 
wear was introduced around the be- 
this But the 
process as applied to leather shoes 
started in the 1930's, in 
though it didn’t 
mercial launching 


Vulcanized rubber-canvas 


ginning of century 
Europe, 
get its real 
until 


However, it 


com- 
about 1950, 
also in Europe. wasn't 
until about 1956-57 that the process 


got started in the U. S 


The shoemaking procedure 
Up to the 


shoe bottom, the shoe upper is 
PI 


point of applying the 
pre- 
pared and made in the same way as 


shoe. A 
applied to a 


conventional vulcan- 
bottom 
Goodyear welt, stitchdown or 


though 


any 
ized can be 
other 
conventional construction 
the requirements for preparing the 
upper call for certain precisions. 

An important part of the process 
metal last or form, usually 
of aluminum. Wood 
used because of the heat and pres- 
though the shape of 
that 


is the 
lasts can’t be 
sure involved 


the metal last is identical to 


These meta! lasts 
from 


of the wood last 
combined with the molds, 
$600 to $1,400 a set, depending upon 
design and But they 
wear out or need replacement 
the 
two to 
hour day), the 
high initial investment is 


cost 


rarely 

And 

runs 
24- 
the 


size 


production 
shifts a 
value on 


high 
three 


due to 
(usually 
return 
excellent 
and economical 

Also important, the shoe upper on 
the 
great heat and pressure 


lasting of 


metal las an be subjected to 


This mean 


“tight” and precise the 


shoe, and hence excellent shape-re 


tention value 


Special \ machine 


used, ranging in price from 
to $4,000 each. S 
singly, 
adapted for lighter footwear, others 


me vuleanize shoes 


others in pairs. Some are 


for heavier shoes. There are num 
erous different makes on the market 
Cema, Nova, Process 82, Desma 
United Shoe Machinery, Ferrari, G 
liath, Bata, et 
The 

ready f 
A “biscuit” or slab of 


yntheti is 


prepared leather uppe 


r the ilcanizing process 
raw rubber 
fed into 

The ‘shoe 


fitted 


usually s 
metal mold in the machine. 
upper, on the metal last, is 
the The 
The operator pushes a button 
four to 12 
later the mold is opened, and pr« 
the 


‘ ompletels 


closed 


Any 


minutes 


into mold mold is 


where from 


shoe is finished—sole and hee! 


and securely attached 


Cross-section 
molded shoe. 
United Shoe 


of an_ injection- 
Drawings courtesy 
Machinery Corp. 
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Molded shoes are relatively cheap but give extraordinary wear. 
They are produced by the fastest known shoemaking method. 


the shoe about ready to wear. 

The rubber sole can be of any de- 
sired thickness, depending upon the 
type of shoe to which it’s applied. 
These soles give extraordinarily long 
wear, usually outlasting the upper. 
Frequently they're sold with guar- 
time. Either the 
or heel can be repaired, though the 
differs somewhat 
from that used on conventional soles 


anteed wear sole 


repair technique 


and heels. 


The “biscuit” or slab of rubber 
goes into the mold in semi-hard 
form. When the mold is closed and 
the button pushed, the mold is in- 
tantly heated by electricity to 300 
This quickly sof- 
tens or melts the rubber, permitting 
it to take the shape of the mold and 
finished 


to 350 degrees F 


become a sole and heel, 
permanently bonded to 
This is the rub- 
“curing” This takes 
from 4 to 12 depending 


upon the type of rubber used, thick- 


solidly and 
the leather upper. 
be r process 
minutes, 
ness of sole, etc. The rubber hardens 


takes 


heel 


and permanent shape as sole 


and 
This 
that 


high means 


only 


temperature, 


certain leathers can be 
For instance, veyetable-tanned 
the leath- 
Now 


vul- 


ised. 
leathers can't be used, so 
ers are usually chrome-tanned 
for 
anizing have been developed 
the the 
metal molds apply a pressure of 200 


specially tanned leathers 


During curing process, 
to 500 pounds a square inch against 
the sole and heel to firmly form the 
shape of the shoe bottom 

The combination of heat, pressure 
and curing creates an unbreakable 
bond of shoe bottom to shoe upper 
seam between 


and a_ water-tight 


the two. 
fastest 
Only 
in the 
machine is required in the case of 
a children’s shoe, and about 12 min- 
utes for the heavier work 
shoe. Compared with bottoming op- 
time required in a 
shoe, for example, 


the 
known methods of shoemaking 
“cure time” 


Vulcanizing is one of 


four minutes of 


men’s 
erations and 
Goodyear welt 
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Example of one of the various modern machines used for vulcanizing 
rubber soles to leather uppers. This operation requires from 2 to 12 
minutes, depending on type of shoe. Photo courtesy C.I.C. Machinery. 


about two days of time is saved by 
the 


relatively 


vulcanizing process. Because 


little skill 
the machines, 


is required to 
the machines 
the clock on 
thus 
One 


operate 


can be worked around 
two or three eight-hour shifts, 
giving high, economical output 
operator handle 4 to 10 


chines, can account for from 300 to 


can ma- 
500 pairs in an eight-hour day. 

The economies of this process are 
and less 
Anywhere 


substantial. Less labor, 


skilled labor, is required. 
from 15 to 20 operations are elimi- 


nated. Several components, as_ re- 


quired in other shoe constructions, 


are eliminated. Over-all savings may 
average from 5 per cent to 15 per 
cent per pair. 

However, a_ substantial, though 
not prohibitive, initial investment is 


needed to go into this kind of shoe- 


making. In a factory already set up 


for conventional shoemaking, an ad- 
ditional investment of $15,000 to 


$30,000 is required to go into vul- 
for 


return on 


canizing machines and _ lasts. 


sut investment is rela- 


tively rapid. 


Several variations of the basic 


vulcanizing method have been devel- 
For the 


unit be made by \v 


oped. example, sole and 


heel may ileaniz- 


ing, but applied to the shoe by ce- 
menting ( Vulca-Cement 


The 


of the vulcanizing process is seen as 


outlook for the increased ust 
excellent—especially in certain types 


of shoes such as work, service, ju- 


venile and special types. There are 
few restrictions, such as the lack 
styling permitted 
or the need for sub- 


PAGE 


of versatility of 
by the process ; 


CONTINUED ON NEXT 
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stantial production runs of basic 
shoes. Nevertheless, the growth po- 
tential is still large. As further im- 
provements and economies in this 
continue to introduced, 
more and more shoes will be made 
on this construction. 


process be 


The injection-molded shoe 

This is fundamentally similar to 
the vulcanizing process. Both “mold” 
a heel and sole unit to a leather up- 
per. However, the injection-molded 
process has some points of distinc- 
tion. 

It uses a vinyl plastic material in- 
stead of rubber for the sole and 
heel. The material is “squeezed” 
into the mold through a nozzle, in- 
stead of starting out as a slab or 
“biscuit.” The plastic is heated and 
melted before it enters the mold. 
The “curing” time is only one to 
three minutes (new developments 
are bringing this down to a matter 
of seconds), which means that sev- 
eral times more production can be ob- 
tained from each mold. Over-all pro- 
duction is faster. 

The injection-molded process is 
presently accounting for fewer than 
a half million pairs a year, mostly 
in children’s. But the next 
couple of years it’s expected to ac- 
count for several million pairs year- 
ly. Several major shoe manufactur- 
ers are producing these shoes with 
only a few machines. But one ma- 
chine can produce 1200 pairs in a 
24-hour Incoming supply of 
new machines will greatly step up 
output. 

The injection-molded it- 
self was known some 25 years ago. 
But only in the past year or two has 
it started on a commercial scale in 
the U. S.—though these shoes are 
being produced in _ substantial 
amounts in Europe. 


over 


day. 


process 


Tapered Toes 


(CONTINUED FROM PAGE 50) 


cramp the child’s toes, it is not good 


for the child. On the other hand, 
if an extremely tapered toe last is 
fitted long enough, we see no reason 
why it should harm the foot. The 
big BUT, however, is that these ta- 
pered toe lasts have to be fitted at 
least a size bigger than regular lasts 
for a child to get a good fit and, 
nine times out of ten, the mothers 
will object to this.” 


64 


Injection - molded leather - upper 
shoes come in about the same types 
as the vulcanized though 
they’ve also gained some headway 
in the casual field. They provide ex- 
with the sole and 
heel usually outwearing the upper, 
and never needing repair. The wa- 
ter-resistant bond upper 
and sole is another feature. 

The injection-molded 
used also to make the all-plastic shoe 
(sole, heel and upper made in a 
single operation in seconds) 

The process is used also to make 
just the and heel unit. This 
unit, via one method, is applied to 
a plastic welting on the upper by a 
heat-welding or fusion. This is 
called the Vylyt process. It isn’t the 
same the full-scale injection- 
molding process of attaching plastic 
sole and heel to a leather upper. 

Many shoemen see injection-mold- 
ing as a big development in the Six- 
ties because of its speed, economies 
and simplicity, and its adaptability 
to a wide variety of footwear. 


process 


traordinary wear- 


between 


process is 


sole 


as 


Merchandising molded footwear 

There's real dramatic selling value 
in molded-type footwear. These val- 
ues can be used effectively in mer- 
chandising and selling shoes made 
by this process. 

Something very important: To the 
consumer, the term 
“molded” in describing this process 
The terms “vulcanized” and 
tion-molded” sound too technical. 

1) Molded 
the most modern shoemaking proc- 
Emphasize this. The shoe isn’t 
sewed, cemented, tacked or nailed. 
It might be termed a “chemical fu- 
It’s actually a “weld- 
So the 
most modern 


use and stress 


“injec- 
footwear represents 
ess. 
sion” process. 
ing” method. 


buying the 
<hoemaking. 


customer is 


kind of 


JOHN R. GROSE, 
ager, Buster Brown Shoes, St. Louis, 
Mo.: “What do what 
our customers consider ‘taper 
in children’s ? The 
added two years ago was considered 
‘taper toe’ at that time, but today 
we look upon it as a very modified 
At the present time, approxi- 
mately 75 per cent of our volume is 
being done on this. The balance of 
our business is on the tapered wall 
toe, so-called sculptured toe, which, 
by the way, has been very well ac- 


general man- 


you and do 


toe’ 
we 


shoes last 


toe. 


2) These shoes give extraordinary 


wear perhaps greater than any 
other type of construction. This has 
strong appeal in men’s work and 
children’s shoes. 

3) Sole and heel are adhered to 
the upper with an unbreakable bond 
This means tight seams, longer wear 
life, good performance. 

4) The “fusion” process that ad- 
heres sole to upper means a water- 
resistant seam between sole and up- 
per. This is important in work and 


children’s shoes. 


Holds its shape 
5) The molded 
shape longer with wear. 


holds 
It’s tightly 
lasted—-formed metal last 
Under high the 
leather becomes permanently “fixed” 
to the shape of the last. 

6) It 
because of 
method. 

7) Little or no repair is ever re- 


shoe its 
over a 


pressure and heat 


excellent fitting quali- 


the 


has 


ties unique lasting 


quired on the shoe bottom 
8) It 


because of 


represents exceé llent value 
the inherent 


achieved by this process. A 


economies 
lot of 
shoe for the money. 

9) The insole area in 
the foot 1s 
bumps or 


direct con- 
and 
ridges 


That's because 


tact with smooth 


comfortable no 
developed with wear 
no filler is required. 

10} The bottoms of 


have a 


molded 
This is 
It’s 


such as 


most 


shoes unique design 
decorative feature 


feature 


a salable 
also a functional 
being non-slip, adding to traction in 
walking, etc. 

11) It represents clean shoe mak- 
ing the itself is 
chemical, fast and uncomplicated 

12) The 
value of the molded shoe is excellent 
This assures high customer satisfac- 


because proc ess 


over - all performance 


tion with the product. 


cepted at retail.” 
RUSSELL F. WARD, 
juvenile styling, International Shoe 
Co., St. Mo.: “It 
our experience that the more point- 


manager, 


Louis, has been 
ed or tapered shoes move out of our 
stock; while the rounder 
still in stock at the end of the sea- 
son. The pointed toe represents ap- 
proximately 85 per cent of sales in 
and 


toes are 


dress cements 
cement casuals. As the get 
smaller, into the child’s, infants’ 
and babies’ runs, the degree of point 


misses’ sizes in 


sizes 
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is less sharp and they become 
rounder. In the service or school 
shoe category, the shoes do not have 
as much taper in all the size runs.” 

What the retailers? Their 
experience and judgment are essen- 
tially: “If correctly fitted, I cannot 
see how they can be harmful,” as 
ALMA BASS of Cinderella Boot- 
ery, Inc., Tulsa, Okla., says: “I do 
not object to taper toes for children. 
However, I would hate to think we 
had only taper stock. 
Today’s children, as you know, are 
extremely fashion They 
not only ask for but demand taper 


about 


toes in our 


conscious. 
toes. Taper toes are only about 10 
With us, 
the oval last is very strong, repre- 
senting approximately 80 
of our dress shoe business and prob- 


or 15 per cent of our line 


per cent 
ably 35 per cent of our school shoes, 


aside from our orthopedic type 


shoes. Perhaps the rounder or oval 
toe last causes less fitting problems 
in most stores, but I feel if the per- 
sonnel in 


type 


has training fitting and 
the different feet and 
to fit them, there is no prob- 


knows 
how 
lem.” 
RUBY 
lips, 
found 


haven't 


PAPPAS of Burger-Phil- 
Ala.: “I haven't 
bad at all and I 
trouble switching 


Birmingham, 
taper 
had 
the children and misses from round 
to As know, 
Southern and children have 
very In the 
Eastern states the men sell D and E 
EE widths shoes. In 
dress shoe stock for children, I 
buy AA, A, B and C 
of D or E and only through B width 
in the growing girls’ runs. This may 
account for the ease with which the 
taper toes go over in this area.” 
KEN AYERS or Bill 
Box, Inc., Houston, 
“When we were deciding which path 


toes 
any 
toes 


taper toes 


women 


you 


narrow feet, as a rule 


and in dress 
my 


Never a pair 


Douglas 
Shoe Texas: 
o take regarding taper toes for our 
children's spring line, we carefully 
the merits of three 
the broad toe, the modified 
taper the true We 
all agree that the toe 
which we finally bought offers ex- 
cellent fitting qualities along with 
smart appearance. This of- 
fered both in juvenile Goodyear 
welts and girls’ cements. We found, 
in our early fittings, that the shoes 
fit properly and allow full toe room 
and regular growing room with no 
on the first little 


examined toe 
shapes: 
toe. 


and taper 


true taper 


toe is 


pressure or toe. 
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This does not mean we have changed 
our basic fitting principles in any 
way nor are we going to discontinue 
toe We 
sizes in several taper toes so that 
we will have ample selection of style 
and good depth of runs.” 


our broad lasts. ordered 


Accessories can be 
20% of your business 


(CONTINUED FROM PAGE 60) 

leather with 
patent pumps. Let your street win- 
dow tell a merchandise story before 


a patent conditioner 





FOOT, @ 
BALANCE 


the customer comes inside. 

The third factor in doing a good 
accessory business is the human 
element. Sales staffs have to know 
what they’re selling; they have to 
to it. The key to the 
first is sales training; to the second, 
incentive via commissions or bonuses. 


want sell 


Seasonality studies in accessory sales 
find these months ranking best: 
December (accounting for about 1/5 
of November, 
Easter month, October, and Septem- 
in that Your 

(CONTINUED ON NEXT PAGE 


accessory sales), 


ber, order. buying 


PREFERRED 
BY LEADING 
FOOT-FITTING 
SPECIALISTS 
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IN STOCK 
Work Shoe—Brown 
#40 Oxford 
#405 High Boot 


Foot problems can affect anyone. You would 
be surprised to know how many shoe stores like 
yours use our Alden-Pedic work shoe to satisfy 
“hard-to-fit" customers who must stay on the job. 
Learn about our Foot Balance program® today. 


\* 


7 
MAenVedic 


THE KEY TOF LAN 


Write For Free Progress Report 


C.H. ALDEN SHOE COMPANY 
Custom Booctmakers Since 1884 
BROCKTON. MASSACHUSETTS 





SHOE . 
SAVER 


SIticOoOne 


WATER 
REPELLENT 


Protects and 
preserves 
leather. Keeps 
shoes soft, 
comfortabie! 


4 oz. bottle $1.00 
8 oz. sproy con $1.59 
12 oz. family con $1.95 


You make a full 
40% PROFIT on 
SHOE SAVER! 


Order now-- stock up-- 
display prominently. 


Dow Corning 
CORPORATIO 


AN MA aN 


plans should be geared around that 
chart. Your extra commission or 
bonus plans could be geared as extra 
incentive for the off months. 

Poor accessory sales in some stores 
can be blamed on location, competi- 
The 


two 1s to try 


tion, and salesmanship. 
solution to the first 
a little harder; stress distinction of 
display, 
image. 


poor 


service, and your store 


If poor salesmanship is to blame, 
vou need not resort to overly “pushy” 
tactics. Ask yourself how poor sales- 
manship blocks extra sales—and do 


the opposite. 


Ways to prevent objections 

A recent study from the national 
Sales Executives 
out these ways for preventing ob- 
jections in selling. Don't downgrade 
the customer's don't 
talk too much, it bores the customer 
and blunts the impact of the sales 
use chip-on-the- 


Association sets 


intelligence; 


presentation; don't 
shoulder 


prised you've put up 


“I’m sur- 
this 


words such as 


with 
handbag so long!”’ 
unfavorable; 


customer reaction, all 


don’t be so coldly logical in present 
? 
~ 
. Fe 
a >; 
4 
L235 
pe 


, 
y 


it causes intense 


ing accessories that you fail to 
“light the flame of desire’ in the 
customer’s heart; don’t hurry your 
sales message across——pace your 
presentation so that it makes the cus- 
tomer hungry for the product. 

Good golfers “putt on the pro 
side,”’ past the cup if the ball doesn't 
go in. To stop short overrules any 
chance of sinking the putt. Stopping 
short of mentioning accessories 
overrules any chance of making that 
extra sale. So does negative sugges 
tion, such as “You don’t need anys 
polish, do you?” 

The multimatic salesman from a 
top women’s retail chain doesn't talk 
that wav. He 


pockets 


sells positively, and 


extra commissions from 


moving $275 in handbags alone 
weekly A 
that 


handbags and one 


fashion - buying study 


shows most women buy tw 


casual dressiet 


handbag each year; a dozen pairs 


of hosiery; teens buy seven pair 


of hosiery plus sox; families bu 


! 


polishes regularly. Are your 
from 


ers buying 


accessories are 20 per cent 


business 


WILL 
;~, POINT UP 


* 


~ ~” YOUR 





#7736, black, 
with inter- 
changeable 
snap-on 
initial 
crest 


Caster SALES! 


Our amazing new FLEX-LITE shoes are 
LIGHTWEIGHT ... FLEXIBLE... STURDY! 


Full size runs mean FULL EASTER PROFITS! Brooks 
have sizes for boys of all ages, sizes 1 to 9, widths 
A to E. Brooks is the complete line of boy's shoes 
featuring style, fit and quality, to retail $6.95 to 
ce $8.95. WRITE FOR FREE IN-STOCK CATALOG TODAY! 
4 


The WILLIAM BROOKS SHOE CO. 
NELSONVILLE, OHIO ~\ 


co’ 





Immediate 
IN-STOCK delivery! 


+ 


$ & 
#7738, black "ts vw} 
with elasticized ‘oa 
top band 


“Worid’s largest independent manufacturer of boy's welt shoes” 
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SALES AIDS TO 


Business operating ratios 

A comprehensive annual study of 
operating from a 
wide sampling of retailers, whole- 
and manufacturers has just 
been published by Dun & Bradstreet, 


ratios averaged 


salers 


In 

The offered to 
businessmen since their origin and 
development in 1931. They 


as a yardstick in measuring the per- 


ratios have been 


are used 


formance of a business in compari- 
Credit 
the 
nderstand trends in their 
For the the ratios are 
complemented with text fully detail- 
ng their use and meaning, how they 
they be 
ratios 12 


manu- 


son with others. and collee- 


to 


tion people also use ratios 


fields. 


first time, 


ire compiled and how 
The 


oa oil ; } 
«4 Wholesale 


may 


terpreted are on 


retati, and 36 


facturing lines. Shoes are included 


There are worksheets for posting 


r figures in with 


14 


comparison 
lose studied for 

Ratios Linea of 
Dun & Bradstreet. Ine , 99 
New York 8, N. Y. 


you! 


industry 


irfant nm 72 


St 


Multi-unit department stores 

In the field of department store 
merchandising, the most notable de- 
velopment in the postwar period has 
the of branch 
operations, particularly the branches 
in planned 
other 


tud\ of 


been rapid growth 


centers and 
This 
results 
profits—-of 
store firms 
the 
develop 
figures 
that 


stores 


shopping 

suburban 
the 

expenses, 


locations. is a 
operating 
margins, and 
multi 


In 


imary 


init department 


this 


was 


study, 
to 
expense, and profit 


undertaking 
pi ebjective 
margin, 
by individual store 
of branch 


could be compared to each other, to 


units 


ao 
operating results 
the main store and to the total firm. 
rhe project the 
hope that significant informa 
tion might be developed about multi 


was undertaken in 


new 


unit department store operations. 

In this study, industry 
margin, the 
pense accounts, and profit as well as 


averages 


for gross various 


other merchandising and operating 
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ex-, 


‘HELP YOU MOVE MORE MERCHANDISE 


ratios are presented in an effort to 
for 


purpose 


useful tools 
ments both for the 
strengthening internal 
for improving decisions relating to 
investments both 


provide manage 
of 


control and 


new in main and 


branch stores. 
the authors 


to assist department store executives 


It was the desire of 
in making better decisions with re 
spect to the problems they encounte 
in operating the larger, more com 
plex units of today and in opening 
The 


data 


new units. authors also hope 
that the the 


throw some light on the problem of 


in report will 
the decreasing importance of down 
town areas in many cities. Operating 
Results of Multi-Unit Departme ni 
Stores, Milton P. Brown, Profes 


sor of Business Administration, and 


by 


Eleanor G. May, Research Associate 
71 pp. Harvard 
University Graduate School of Busi 
Administration, of 
Research, Soldiers Field, Boston 63, 


Mass. 


questionnaire. 


ness Division 


7 


Price $3. 


Increasing sales 
low-cost 
through 
ideas is 
to 


A little booklet giving 26 
of 
advertising and promotion 
without charge 
tested 


areas 


ways increasing sales 


available snoe 


retailers. It gives ideas for 


use In such as 


newspaper 


advertising, window display, dire 
mail, in-store promotions and premi 
offer 
themselves 
All it 


which 


Example 
of 
into the store. 


ums teenagers 
if they 
takes is 


you 


free photo 
come 
a polaroid camera 


from a 


can 


rent local camera shop. 2¢ 
Ways to Increase Your Retail Shoe 
Business. Phyllis Shoe Co., 95 Bridge 
St., Lowell, Mass. Free 


Shopping center space 
The Small 


tion has issued a booklet telling how 


Business Administra- 
local development companies can ob 
funds to provide 
center space for 
It defines the 
ments local 
panies, 


tain shopping 


small businesses. 
ownership 
development 
outlines the 
for financial participation by them 
in such projects, and spells out lease 


require- 
com- 
requirements 


for 


agreement conditions between loca 
development companies and the small 
business seeking shopping 


center space. It gives the conditions 


tenants 


for tenant protection in the shopping 
center space to be provided, including 
provision for purchase by the tenant 
of the space leased to him. Available 
from regional and branch offices of 
the Small Administration, 
or from Small Business Administra- 
D.C. Free 


Business 


tion, Washington 25, 


Retail organization 

This study of multi-unit depart- 
ment and specialty stores gives the 
actual organizational charts of the 
many companies studied and recom- 


mends not just one but a series of or- 


ganizational plans depending on the 


of 
for 


Spnecifi 


units. Sy 


all 
multi-unit departments and specialty 


number and size 


recommendations types of 
stores studied 
Bullock’s, Gimbels 
Pittsburgh Hecht Co., Marshall, 
Field, Peck & Peck. RRI Study on 
Multi-Unit Retail Operations. Retail 
Institute, NRMA, Ww 
New York 1, N. Y. Pri 


members $7.50; $10 


operations. Some 


Bamberger’s, 


Research 100 


Olst 


NRMA 


St., 


others 


Sales promotion 

Sales any 
effort a to 
his business and to hold his existing 
In the 
it is anything he does to move goods 


promotion is 


special 


retailer makes improve 


customers. broadest sense, 
out of his store. All business activity 
that is to 
be considered sales promotion. 
The Small Business Administratioz 
issued a Small Marketers Aid 
dealing with some of the basics of 


intended influence 


] 
Sais 


an 
has 


sales promotion. It discusses objet 
the retailer should for 
and lists ways to help him in plan- 
ning to 


tives strive 


achieve those objectives 
Written W. Smith, 
Associate Professor of Retailing, 
New York University, School of Re- 
tailing. Sales Promotion Pointers for 
Small Retailers. Available from the 
field offices of the Smal! Business Ad- 
ministration, or Small Business Ad- 
ministration, Washington 25, D. C. 
Free. 


by Bernard 





NEW PRODUCTS 





Jiffy toplift lifter 








The Lifter, a 
pending both extracts 
inserts dowel-toplifts without mar- 
ring or marking up the heel. For 
use in replacing or repairing dowel- 
toplifts in shoe or heel factories, it 
enables manufacturer to handle own 
repairs or replacements quickly and 


Jiffy 


device, 


new patent 


and 


economically. 
Lifter is of high 
strength aluminum with bronze al- 


cast tensile 
loy handle and hardened steel jaws, 
can be attached to 
bench. Requires less than a square 
foot of space, has no loose parts and 
be used by inexperienced oper- 
ators. SOURCE: Esser 
Haverhill, Mass. 


wall or work- 


can 


Products 


“‘Pak-Lite’’ Shoe Trees 


Colorful new shoe trees designed 
to stimulate customer interest 
through their attractive colors, mod- 
ern styling and ease of handling are 
now available under the name “Pak- 
Lite.” The new line features light- 
weight injection molded construction 
and a new one-motion action which 
adjusts automatically in width and 
lengths when the heel is pushed 
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down. They are expected to have 

impact the 

accessory industry. 
“Pak-Lites” 


and easier for travelers to pack, take 


considerable upon shoe 


are billed as lighter 
up less space because they have no 


parts that reach 
New design allows air to circulate 


above shoe level. 
inside the shoe trees, keeping shoes 
fresher and preventing mildew. Trees 
won't crack, split, warp or discolor 
from black, 
brown, gray, tan and 
ivory. Suggested retail price $3.95 
SOURCE: O. A. Miller 
United Shoe Machinery 


fon. 


moisture. Available in 


blue, red, 
Division, 
Corp., Bos- 


Ripple Bantam-Rib Sole sandal 


¢ 
~ 


Sparking the Sandler line of fine 
is this soft and 
Sole 


casuals for summer, 
springy Ripple santam-Rib 
sandal for women and teens. Smart, 
fashionable for 
its combination of foot freedom and 


creation is notable 


indoors and 
1-10, small, 
medium. White, red, 
Wholesale 


of Boston 


comfort, may be worn 
out. Available in 


narrow 


sizes 
and 
bone and glove. around 
$5.65 SOURCE 
Boston, Mass. 


Sa ndley 


Soling material 
New 
mer with unique properties may 


modified polybutadine poly- 


be 
heel lifts. 
has 


will 


and 
1000X145, it 


abrasion 


for soles 
Called Hycar 


cellent 


used shoe 
ex- 
resistance, not 
become brittle even at temperatures 
as low as —85 degrees Fahrenheit 
Moderate effects of 
fuels, solvents chemicals. 
SOURCE: B. F. 
Co., Akron, O. 


resistance to 
and 


Goodrich Chemical 


Hydraulic clicking machine 


and ef- 
ficiency features are included in this 
141 Hydraulic Click 
ing Machine which the manufacturer 


Important time-saving 


new mode! ST 
for e 
Knob +t 
within easy reach 
ad} t 


from 0 to 2%, it 


recommends particularly 


with large cutting dies 


on cutting arm 
enables operator to instantl) 


stroke 


Simple touch of pushbutton on front 


cutting 


arm raises or lowers 


of cutting 


urm setting automatically 

bars 

front 

iniform cutting 


Elec tri 


safety features 


special reinforcing 


from top bearing to 
ting arm guarantee 
over entire working area 
pushbutton control, 
and fully 
SOURCE 


York, N. 


automatic lubricating sys 


tem. itlas-Sandt Corp., 


Veu 


Display form for casuals 


Attractive display of casual foot 
W101 
Economical 


wear is assured with this new 
Fairy “Princess” form. 


in cost, it features mechanical ad- 
vantages of full sole and pointed toe, 
spring and is undercut at 
arch. SOURCE: Shoe Forn 


Inc., Auburn, NV. se 


has a toe 
the 
Co., 
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What do last measurements mean to you? 


The fit, shape and style of any shoe you sell are 
determined by the measurements of a last. The last 
is the form, usually made of hard maple, over which 
the shoe is actually made. It takes many shapes and 
styles, according to fashion’s whims, but there are 
three measurements which are usually the same 
for any last of a particular size. 

Ball, waist and instep measurements are usually 
the same for any last of the same size within a 
category. That is, any man’s 8B last measures the 
same at the ball, waist and instep. What are these 
measurements? The ball measurement is taken from 
«a line around the last that intersects the joints of 
the large and small toes. The waist measurement, 
also a circumference or girth measurement, is taken 
about an inch behind the ball. The instep, another 
girth measurement, is taken about an inch in back 
of the waist. 


There are six size scales 


Although any man’s 8B last, whether it’s square- 
toed, a tapered-toed, for a slipon or tie, has the same 
ball, waist and instep measurements, the measure- 
ments aren't the same for a woman’s 8B last. Each 
category of lasts—men’s, women’s, boys’, misses’, 
children’s, and babies’ and infants’—has a different 
schedule of measurements. 

Two straight-line measurements, the length and 
width, and another girth measurement, the heel, also 
influence size, shape and style of a last. Length is, 
of course, a straight line from toe to heel and width 
is a straight line across the widest part of the ball 
of the last. 

All of the measurements are involved in fit. It 
takes more than a knowledge of length and width 
to fit shoes properly. Every change in last size 
changes dimensions throughout the last. For in- 
stance, an 8B last would be 1% in. longer and 1/16 
in. wider than a 7B last. Also, the ball, waist and in- 
step measurements would each be % in. greater. 
The amount of change between sizes is the same 
in all lasts. 
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Ball, waist and instep measurements also change 
with width. A 4A last has ball, waist and instep 
measurements 1% in. less than a 4B last. The width 
of the 4A last is also 1/16 in. less than that of the 
4B last. 

Now that it has been established that there is 
consistent arithematical progression in last size 
changes, let’s examine the difference between the 
girth measurements—ball, waist and instep—and the 
linear measurements—length and width. The girth 
measurements are not only consistent for a particu 
lar size, they are established. That is, we can say 
measurements for a woman’s 4A last at the ball, 
waist and instep are 7 5/16 in., 7 1/16 in. and 7% in. 
respectively. 

However, all we can say about length and width is 
that the change between sizes is usually consistent. 
You can readily understand that a 4A needle-toe 
pump is longer than a 4A oval-toe pump. 


Many shapes equal one size 


Last measurements are standard. Then, why will 
one woman fit into a 7AA in one shoe, a 742AAA in 
another and a 644A in still another? Because, while 
last measurements are fairly rigid, there are count- 
less variations within them. Because most last mea- 
surements are girth measurements, different shapes 
can have the same measurement. The ball measure- 
ment of a 642A woman’s last is 715/16 in. A last 
that is high and narrow at the ball, one that is low 
and wide and another that is round can all measure 
715/16 in. In any shape, the over-all volume or 
cubic area within the 715/16 in. remains the same. 
The shape changes and so does the side-to-side width. 

When you make a different shape in the last, while 
retaining standard girth measurements, you give 
the last, and hence the shoe, a different look or style. 

From this, you see that shoe sizes are only ap- 
proximate. They are indicators for you. But, the 
shoes must still be fitted to each individual’s feet 
because of the adjustments made in lasts to create 
style. 
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There is 

a right way 
to dress 
window shoes 


Your window is your most effective ad and strong- 
est customer lure. A good window display should 
be not only a traffic stopper but should also have 
the pull-power to bring customers into the store on 
an impulse-buying urge. And, if customer pull-power 
can be increased only 10 per cent, you’ve increased 
your realistic sales potential 10 per cent. 

While display ideas, props and arrangements are 
important, the answer to customer pull-power lies 
with the merchandise itself—the appearance of the 
actual shoes. 

It isn’t enough to put shoes in a window in at- 
tractive arrangement. You have to do something 
with the shoes to give them their maximum power 
of eye-appeal and buy-appeal. 


How do you dress a shoe? 

You have to dress each shoe, just as you have to 
dress the window, itself. There are special tech- 
niques in shoe-dressing for window display use. Let’s 
use a man’s shoe as an example. 

Here’s how to dress a shoe. 

With a pair of pliers—a pair that has the jaws 
filed smooth—bend in the edges of the lace stays 
and the collar. You can also use a shoe bone to 
press these edges down toward the inside of the 
shoe. You don’t want a gap between the shoe tree 
or shoe form and the shoe edges. 

Both the collar and the lace stays have raw edges 
that show. Don’t let them. Stain the edges with the 
proper suede polish. 


Polish tongue, keep laces fiat 

After completing the work on the lace stays and 
collar edges, go to work on the tongue. You may 
have to cut stitches to force it out between the lace 
stays, but force it out. Use a wax polish and cover 
all of the visible parts of the tongue. 

The next thing to do is to insert the laces—im- 
pregnated laces are preferred. They should be in- 
serted toward the inside of the shoe at the two low- 
est eyelets and then laced up so the only parts show- 

ing are flat horizontal lines. Laces must be kept 
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straight and flat. Wrinkles and twists look sloppy. 


Use the right shoe tree 


Now, before pulling the laces tight, insert a shoe 
tree or shoe form into the shoe. Use a form that is 
made for the shoe shape and size. Don’t force a 
tree that’s too large or the wrong shape into your 
display shoe. The best way to put it in is to slant 
the tree toward the outside of the heel and let it 
straighten itself as it goes into the shoe. 

Tighten the laces, iron them with a shoe bone, 
impregnate them with liquid polish and wax the 
lace ends. Tie the laces to the tree peg to keep them 


taut and out of your way. 
Dress the sole edges with a liquid dressing, but 
be careful not to get it on the uppers. 


Apply polish with a damp cloth 


The shoe is ready for the polish. Use a dampened 
cheesecloth. Twist it around your index finger and 
apply the polish in a circular motion. And, use a 
different cloth for each color of polish. Put on sev- 
eral coats of polish, but buff the shoe after each 
coat. Remember to polish the top of the shoe tree 
and the tree peg too. 

Buffing can best be done with an electric buffer. 
Barely touch the shoe to the buffer or you won't 
get the high gloss you’re after. 

Now everything is ready but the bow. It’s simple. 
Just tie the same kind of bow you tie on your own 
shoes, but make the loops large and full. Spread the 
loose ends at a 45-degree angle down from the bow 
loops and even up the loop ends and lace ends. 

There are special answers for special problems. 
Brush suede shoes with fine sandpaper. It will raise 
the nap. And, for two-color shoes, use masking tape 
to protect one color while another polish is being 
applied. 
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What are the official leather colors? 


Twice annually the Tanners’ Council of America 
announces official leather colors. These selections 
for spring and summer and for fall and winter are 
an attempt at standardization of colors within the 
tanning industry. But, they are also planning and 
merchandising tools for shoe manufacturers and 
for you. 

The official leather colors are announced almost a 
year ahead of the retail selling season. This timing 
gives tanners, manufacturers and retailers the op- 
portunity to plan lines and develop merchandise and 
promotional concepts. 

There are two Tanners’ Council groups instru- 
mental in the selections. They are the colors com- 
mittee and the color bureau. The color bureau is 
headed by a director who has a two-member staff. 
The work of the bureau is continuous. 

The colors committee meets twice a year and is 
composed of 35 members who represent 80 per cent 
of all upper leather production in the country. 


How are selections made? 


How are official colors selected? The color bureau 
canvasses all important trends and developments in 
the United States and throughout the world. The 
bureau sifts out all information on the development 
of color, indications of trends, changes in consumer 
taste and color highlights of merchandising efforts 
in all important style centers here and abroad. 

When the colors committee meets, it considers the 
recommendations and information compiled by the 
color bureau and winnows out the colors which will 
be official for the season. The choices are based, in 
part, on an appraisal of what manufacturers and 
retailers have found to be important marketable 
colors in the current season. 


Standardization is necessary 


A second consideration is the necessity for stand- 
ardizing a comparatively limited range of fashion 
colors. Lack of standardization can be deadly to the 
manufacturer and you. For example, a woman who 
wants shoes in one texture and handbags in another 
has got to have assurance the same shade will be 
used for both. 

The colors committee determines the best examples 
of a given color. If a shade, such as light blue, is 
wanted, it is the committee’s job to determine the 
best shade. All of the tanners of the country sub- 
mit their samples and one sample is picked as being 
the best, most representative of that entire color 
group. And that sample becomes the official stand- 
ard. Large cuttings are distributed to all upper 
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leather tanners and every batch of leather of that 
particular color should conform to the reference 
shade. 

However, in a promotion-minded age somebody 
is always looking for something offbeat—a color 
that’s a departure from the standard shade. The 
result? Some tanners turn out unofficial shades and 
produce more colors than are necessary. 


There is a practical value 


What do official leather color selections mean to 
you? If all tanners would stick to them, the official 
hues would have a twofold value. First, there is the 
obvious practical value of knowing that a given 
desirable shade has been standardized—that every 
tanner’s green grape is going to conform within 
closest technical limits to a given standard. 

Second, it gives you assurance to know a color 
isn’t simply born. The color selections are based 
upon the most expert information and the greatest 
practical knowledge of people selling hundreds of 
millions of feet of leather. You, or anyone, can back 
an official color and be as reasonably certain as one 
can be in business that it is a salable color. 


Color notes are fashion aids 

In addition, the most valuable thing a retailer 
can get, in a fashion sense, would be the color notes 
issued with the official leather colors books. The 
notes provide the merchandising background for the 
official colors. They pinpoint the color, its relation- 
ship to preceding hues, its tie-in and coordination 
with apparel, and the types of shoes for which each 
color can be safely and profitably promoted. 
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ls your insurance 
in tune with the times? 


A shoe retailer is no longer adequately protected 
with just fire, simple liability and employee com- 
pensation insurance. 

Are you one of those who is complacently un- 
protected? Or, have you adapted your insurance 
coverage to changing times and increased perils? 

You don’t need every form of insurance that’s 
available, but you should be sure you have the 
insurance you do need. For your purposes, insur- 
ance falls into three categories: 

@ The kind you cannot do without. 

@ The kind you should not be without. 

@ The kind that protects you from hazards 
which are remote or which would only result in 
limited monetary losses. 


Vital protection 

Bodily injury liability insurance is vital. It pro- 
tects you against claims due to injury, sickness or 
disease, including death, suffered by a member of 
the public as a result of accidents arising out of 
the operations of your business. 

Most retailers carry limited premises liability 
protection which covers accidents occurring within 
the store and on the sidewalk. It can also cover 
any elevators for which you are responsible. 

Many storekeepers fail to insure sidewalk eleva- 
tors although there are frequent shaftway acci- 
dents. Even if you have an unused lift, it should 
be insured unless your liability policy carries a 
“dismantled elevator” endorsement. 

A customers’ parking lot should also be insured. 

There are more than 10 endorsements which can 
be added to your premises liability policy to cover 
special situations. Some of these include: malprac- 
tice riders covering rendering and/or failure to 
render medical treatments such as first aid; prod- 
ucts insurance covering claims arising from the 
wearing of shoes you sold; and alterations en- 
dorsements covering claims against you or, some- 
times, the landlord resulting from remodeling or 
enlarging the store. 

Property damage liability protects you against 
claims due to the damage or destruction of the 
property of others. This insurance, however, is 
very restricted. To overcome the effects of exclu- 
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sions, endorsements or separate policies are neces- 
sary. 

You probably also need the following types of 
insurance: 

Fire insurance on stock, fixtures and improve- 
ments in amounts large enough to meet any co-in- 
surance requirements, or, in the absence of these 
requirements, in amounts large enough to cover 
a total loss. 

Business interruption insurance to cover profits 
and expenses that will continue after a fire or other 
mishap. 

Compensation insurance, required in all states, 
is necessary where a specified number of persons 
are employed in the store. The number varies from 
state to state. 

Plate glass insurance which allows rapid re- 
placement and the shortest possible interruption of 
window display. 

Sprinkler leakage insurance carries a low rate 
and is a “must.” 

Water damage insurance, is expensive, but costly 
decorations and a concentration of merchandise 
near potential trouble spots may suggest a need 
for the protection. 


More crime means more insurance 

What else is available? The increase in crime 
makes burglary and robbery coverage a necessity. 
For limited exposures, combination crime contracts 
reduce premiums and offer insurance against a 
number of perils. 

Blanket fidelity bonds covering al! employees 
are recommended for large stores and chains and 
individual and schedule bonds covering employees 
that have access to cash are recommended for 
small stores. 

If any of your employees drives his own car in 
connection with his work, you should have auto- 
mobile non-ownership insurance. 

Did you know that combination contracts offer- 
ing broad coverage and, in many instances, pre- 
mium savings are available? Usually, they are lim- 
ited to either criminal loss exposures or liability 
insurance. However, one form includes practically 
all material damage coverages. 
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Nationally Advertised in “The New Yorker,” April 1st. 


the aylor 
MACE shoe 


Gordon-Ford’s Kenya Trousers 


Join the select company of men who know the look. the feel and the luxury of lustrous Llama calf. . . 
the clear distinction of its natural shrunken grain, the smart simplicity of its styling. Contoured for comfort on a custom 
last in rich brown, black-olive or jet black, at much less than you'd expect to pay. Left: Style #1106. Right: Style #2676. 

Most Taylor-Made Llama styles $19.95 


r. 9 Va., Parson-S 
{ Alar 
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children 


ELASTOE ®°X Tozs 


ELASTOE is our new super-resilient box toe that really holds the shape 

fine lines of a needle point to the rugged-bouncing dome of a child’s shoe 

ELASTOE lends firm side 
endlessly. 


of vour lasts from the 


walls to a man’s shoe yet presents a toe crown that will rebound 


Easy to skive, easy to apply, easy to last, ELASTOE allows you to pull your lasts in hour 
ELASTOE could only have been created by the experience, imagination and skill that is 
3eckwith-Arden — the world’s leading manufacturer of box toes 
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AN ANALYSIS OF 


Retailers eyeing new outlets 


Shoe retailers looking for expansion opportunities 
would do well to consider two fastest-growing outlet 
types the free-standing highway store and the 
leased department. Several leading shoe chains now 
feel both offer biggest traffic potentials when bal- 
anced against population shifts and consumer buying 
trends projected for Sixties. Unlike suburban shop- 
ping centers, which accounted for major share of re- 
tail shoe store expansion during the Fifties, highway 
store and many types of leased departments are wide 
open to independents—a fact which ignite a 
stampede into these areas. 


could 


Free-standing highway stores—actually 
shopping centers complete with their own parking 
selling shoes and accessories only—have 
best family appeal. Depending upon location and type 
of store, leased departments specialized or 
family-style. Melville Shoe Corp., the nation’s largest 
shoe chain, is seriously exploring both 
companies. 


specialty 


area but 


can be 


as are other 


Of 78 new stores opened by Melville in 1960, fully 
15 were on the highway against 31 in shopping cen- 
All were Thom McAn family stores. Conserva- 
tive Melville recently startled shoe world by disclos- 
ing plans to open leased departments in discount or 
promotional department Latter will handle 
below Thom McAn, Miles 


ters. 


stores. 
different brands at prices 
and John Ward shoes. 


Here are other important retailing-to-come trends 
Robert C. Erb, Melville president. 
Despite rising incomes, many U. S. families with chil- 
dren under 18—and these account for 60 per cent of 
nation’s families barely matching higher in- 
comes to growing family size. This explains trend to 
lower-priced self-service operations in many cities. 


cited recently by 


are 


Also, lower income groups still living in big cities are 
Sut what happens when these 
groups begin moving to the suburbs? 


good customers here. 


Although growing population—it’s due to increase 
over 15 per cent in next 10 years—means expanding 
sales potential, many marketing experts are claiming 
it doesn't assure better business. Shoe industry has 
labored under this misconception for years, learned 
in 1960 that more people doesn’t mean more shoes 
made and sold. Consumers are becoming skittish over 
living costs, medical, education, other ex- 
The squeeze is due to become worse—and 
buying will become more discriminatory. 


soaring 


penses. 


But this can prove an advantage to shoe business. 


March |, 196! 


IMPORTANT INDUSTRY NEWS 


Families will think twice about replacing major goods 
—appliances, big ticket items, cars, etc.—in coming 
years. As pattern solidifies, tightly-stretched spend- 
ing dollar will give more easily in favor of shoes, 
other soft goods requiring small investment. But buy- 
will become sharper, read the labels and price 
tags more carefully. Whether they allot more of dollar 
to shoes will depend upon how well shoe merchan- 
dising fits into their living pattern. 


ers 


Reversal: more in than out 


It takes more than the proverbial shoestring to 
open a shoe business today but higher costs don’t ap- 
pear to have discouraged new openings. In fact, for 
the first time in 10 years more shoe manufacturers 
opened their doors during 1960 than closed them— 
a total of 48 on the credit the debit. 
The 48 new openings were the highest since 1954, 
almost twice the number for 1959 when all-time pro- 
duction and sales records were posted. All the more 
noteworthy when consider the sharp business 
decline in 1960. 


side vs. 39 on 


you 


Does this mean that number of U. S. shoe producers 
will start climbing again after noticeable shrinkage 
during Fifties? Not very likely in face of tightening 
market and keener competition. But NSMA estimates 
total number of shoe and slipper manufacturers is up 
to 789, admits this figure is 10 per cent below official 
Government total. 1951, 399 shoe and slipper 
firms have entered while 567 
from it. 


Since 


business have retired 


Shoe sales average out well 


Retail shoe sales made surprisingly good showing 
last year despite production decline of 40 million 


pairs. Both chains and independents posted average 
dollar gains of over six per cent. Unit sales gains 
were below this—probably three to four per cent— 
but appreciably above last year’s previous record. 

Over past two years, retailers have fared well, mov- 
ing some 1270 million pairs of leather shoes from 
their shelves, including an estimated 50 million pairs 
of imports. And U. S. manufacturers have produced 
1236 million pairs in the same period — additional 
proof that industry results can’t be assessed fairly 
on a one-year’s basis. 

During 1959-1960, production averaged 618 million 
pairs per year while sales, excluding imports, aver- 
aged 610 million pairs. Sales including imports aver- 
aged 633 million pairs—almost exactly the historical 
3.5 pairs per person per year, based on average 1959- 
1960 population of 180 million. 
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What can retailers expect under JFK? 


After 40 days in office, Pres- 
ident Kennedy seems more 
of a moderate—a little more 
—than was Senator Ken- 
nedy. He is starting to show 
new sympathy to business- 
men’s problems. 


By GEORGE H. BAKER 


What’s ahead for retailing under 
the Kennedy Administration? The 
New Frontier is now well into its 
second month of office, and the 
broad outline of what merchants 
may expect during the next four 
years is beginning to take shape. 

One thing is clear: President 
Kennedy, as Chief Executive, is 
tending to be more of a middle-of- 
the-road politician than he was in 
his previous 13 years in Washing- 
ton. During his service in the 
House and the Senate, he was often 
criticized for playing up to unions 
and rebuffing businessmen. (Pri- 
vately, he justified this by saying 
he didn’t know of any other way for 
& Boston or Massachusetts politi- 
cian to continue holding office.) 


A move to the middle — Since 
leaving the Congress and entering 
the White House, Kennedy operates 
more in the middle of the road. It’s 
not that his views have turned con- 
servative. Far from it. But he is 
acutely aware of the close vote that 
put him in the White House, and 
he believes that the key to being a 
successful and well liked President 
lies in giving some reasonable re- 
sponse to all segments and types of 
voters, and not just to the enthusi- 
astic Democrats who put him in of- 
fice. 

Keep in mind, too, that Kennedy 
already is running for re-election 
in 1964. 


Sympathy for the businessman— 
So President Kennedy, while still 
the hero of union leaders (“Jack 
votes 99 per cent right,” proudly 
beams the AFL-CIO political chair- 
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man), is beginning to show a new 
side: a sympathetic understanding 
of businessmen’s problems. This is 
a facet of the Kennedy personality 
that has been almost dormant up 
to now. Union officials, perplexed, 
are grumpily reminding the White 
House that “union votes won the 
election.” 

Here are two examples of Ken- 
nedy’s gradual easing away from 
his old ties to unions: On taxes he 
speaks now of the need for giving 
a break to the upper brackets. 
(This is drawing puzzled frowns 
from labor headquarters, who are 
opposed.) On government jobs, 
Kennedy has rejected several can- 
didates for federal office recom- 
mended by union heads. (This drew 
stern “see-here-Jack” warnings 
from the top layer of labor officials, 
but the President stood firm.) 


What to expect—What we can 
expect, therefore, is that President 
Kennedy will be somewhat more 
cautious, more moderate than Sena- 
tor Kennedy. Not much, but a little. 
Specifically, here’s what we can ex- 
pect on key points of interest to 
businessmen during the year 
ahead: 


Price control: Kennedy hopes 
Congress will give him standby 
authority to impose wartime price 
controls. But Congress. shrugs. 
Kennedy must decide whether to 
risk refusal or to try mora! suasion 
on industry leaders to hold price 
lines. 

Wages: Kennedy is pressing Con- 
gress hard for federal regulation of 
retail wages, plus a_ three-part 
($1.15; $1.20; $1.25) rise in the 
minimum rate. Danger to mer- 
chants thus is twofold: first the 
endless red. tape of paperwork on 
each employee, secondly a new 
minimum and the resulting shove it 
gives to higher-paid workers. Some 
congressmen would prefer to wait 
until next year, an election year. 
But Kennedy has the votes to put 


the plan over, if he can keep his 
forces in line. 

Income tax: There is little or no 
hope for cuts this year in rates for 
either individuals or incorporated 
businesses. Next year Kennedy 
promises to push for cuts in very 
low and very high incomes. 

Tax depreciation: Kennedy men 
talk of permitting quick write-off 
on new store equipment and other 
investments by retailers. But the 
Treasury's nagging need for reve- 
nue clouds any hopes for programs 
that might erode revenue collec- 
tions. There’s a much better chance 
for faster write-off of production 
equipment. 

Imports: The pinch is 
tighter, but Kennedy flatly 
to listen to any talk of raising 
tariffs or imposing quotas. Instead 
he points to a bill he backed during 
his Senate years, calling for federal 
subsidies to affected workers. 

Shoe labeling: Kennedy has 
shown interest either for or 
against labeling. In the absence of 
strong congressional pressure, this 
issue won't advance in 1961. 


More inflation ahead?——-When the 
cost of the Kennedy programs is 
added up, it is clear that another 
surge of inflation is building up. 
Government spending is rising 
faster than revenues are coming 
in; the new borrowing that must 
therefore be undertaken to meet 
government costs will inevitably 
push up the general price level. 

In addition, union demands for 
higher wages and shorter hours 
are adding to the price tags on the 
goods and services everyone must 
buy. Not only is labor being en- 
couraged to ask for more, but 
farmers, consumers, Western wa- 
ter-users, old folks, and students 
all are being advised to step up 
and “get theirs.” 

What this means: Plan now on 
higher costs. Don’t be caught short. 
We'll all have to run faster just to 
hold our relative positions. 


getting 
refuses 


no 
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Taking port in NSTA directors’ meeting which opposed “maverick” 
shows were (seated, from left) Paul D. Cook, treasurer, and Edmund 
J. Trench, secretary-managing director, both of Northwest Shoe 
Travelers; O. 8B. Heaton, president, from Midwest Shoe Travelers, 
and Ernie L. Miller, Jr. second vice-president, Southeastern Travelers, 
(standing, from left) George Blackett, Michigan; William 
Short, Ohio; Danny Kole, Mountain States; Curtis Johns, Michigan; 


and 


west; 
George Hansen, 


SHOE SHOWS 


Rudy Baum and Ben Berwald, Southwestern; George Lawson, Michi- 
gan; Robert E. Schuster, Mountain States; Dave Klinesmith, West 
Coast; Morris Segall, Southeastern; Caspar Lane, Pacific North- 
Clyde Willian, 
Midwest: 
Clarke, Mountain Stotes. 
meeting are missing from the picture. 


Indiana; Keith Johnson, Mountain States; 
Ted Hines, Southeastern, and Danny 
Several others who attended the Denver 


Dallas rival mart takes a slap from NSTA 


Directors of the National 
Shoe Travelers have gone on 
record in opposition to any 
regional show which isn’t 
sponsored by an affiliate. 


By VIVIAN ANDERSON 


Officers and directors of the Na- 
tional Shoe Travelers’ Assn., Inc., 
have taken a stand against a new 
so-called Dallas Shoe Fair “or any 
other regiona] shoe show not spon- 
sored by an affiliate of the NSTA.” 
The board also voted at its midyear 
meeting in Denver to give its de- 
cision “full publicity.” 

tepresentatives of both the new 
Dallas show, which plans an early- 
October debut, and the Southwestern 
Shoe Travelers Assn., sponsor of the 
well known Dallas Fall and Spring 
Shoe Fairs, were heard before the 
action was taken. 


“Avoid duplication”—In another 
resolution, officers and directors 
“resolved that various NSTA affili- 
take great 
in planning regional shoe shows 
to avoid area duplication and con- 
flict.” 

O. B. Heaton of Huntley, IIL, 
president of NSTA, was in charge 


ate associations care 
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at the meetings. Also participating 
were Edmund J. Trench, secretary 
and managing director; Ernie L. 
Miller, Jr., second vice-president; 
Paul D. Cook, 
national directors. 

The official recommended 
that participation in the NSTA 
Benevolent Auxiliary be compulsory 
for all NSTA members. As the first 
necessary step toward the proposed 
pension plan, first submitted at the 
annual meeting in Chicago last 
October, the program will be sub- 
mitted for by affiliate 
groups end of 1961, 
officers said. 


treasurer, and 15 


body 


ratification 


before the 


Florida meeting set—-NSTA set 


its annual meeting for Sept. 21-22 
in Miami Beach, preceding the Na- 
tional Shoe Fair. The next midyear 
meeting of and directors 
will be held in Seattle, March 31 
and April 1, 1962. The 1963 midyear 
scheduled for Atlanta, 
and the 1964 meeting for Columbus, 
Ohio. 

Mountain States Shoe Travelers’ 
Assn. officers and directors, headed 
by Danny Kole, president; R. E. 
Schuster, executive and 
regional governer, and D. D. (Tex 
Lindley, board chairman, were hosts 
to the NSTA their 
wives at two luncheons and dinner 


officers 


session is 


secretary 


delegates and 


parties. 


New show's organizers réply, ‘Our dates are best’ 


“We feel dates are most impor- 


tant and that our dates are realistic 
and most satisfactory.” So spoke 
Ben Berwald, co-organizer With 
Ralph Shanks of the new Dallas 
Shoe Fair, after NSTA took a 
formal stand against the show. The 
new show is planned for Oct. 1-4 
in the Dallas Trade Mart on the 
city’s outskirts. 

Berwald, coincidentally, is the 
immediate past president. of NSTA 


and a former also of 
Southwestern 


Shanks, who 


president 
Shoe Travelers. 
unlike Berwald did 
not attend the NSTA midyear 
meeting, is also a past président 
of the Southwestern group. 


Exhibiting at both shows—While 
promoting his own show, Berwald 
doesn’t plan to forsake the other, 
long-established Dallas show. Said 
he, “I am still a member of South- 
western and I plan to display my 
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shoes at its show also.” He is 
associated with Gina Footwear, Inc., 
Dallas. 

The new show, Berwald said, 
will follow the organization pattern 
of the National Shoe Fair and be 
open to both manufacturers and 
salesmen. Lines are to be displayed 
in private booths behind closed 
doors in the Trade Mart of the 
Dallas Market Center. Each spring 
show will be planned to follow one 
week after the national show. 


Arranging accommodations 
“From the returns to questionnaires 
we have sent out,” Berwald added, 
“we feel that the dates are important 
to many shoe travelers and manu- 
facturers of all types of footwear. 
We arranging hotel and 
motel space and it will be ample 
for the show.” 


now 


are 


Berwald also noted that construc- 
tion will start soon on a new building 
in the Dallas Market Center, which 
will cater to shoe fairs, apparel 
shows and other soft-goods markets. 


SWSTA joins the battle—Mean- 
while, the Southwestern Shoe Trav- 


outgrown... 
rarely outworn! 


The barefoot fee! 

sun-worshippers love! 

The original Cushioned INSOLE 
sandals, with a reputation for 
longer-wear-built-into-every- pair. Heavy- 
grade cowhide straps. Chrome 

soles. Adjustabie vamp 

for proper fit, and 

extra “mileage 


elers Assn., which until now has had 
the Dallas market to itself, empha- 
sized in a statement that it has no 
affiliation with the new show. 

At the close of NTSA’s midyear 
meeting, SWSTA President Cecil R. 
Ballard said, “Our association takes 
the position that this so-called new 
show is an encroachment on 
territorial jurisdiction. Moreover, 
we are convinced that this newly 
formed show is unwarranted. 


our 


“We have been in existence for 
almost five decades. We have grown 
to be the largest and most successful 
affiliate of NSTA, that 
enjoyed good attendance in addition 
to the best buying shoe fairs.” 


one has 


Dates advanced—Ballard pointed 
out that his own group has changed 
the dates of its Spring Shoe Fair 
to Oct. 28-Nov. 1 instead of the orig- 
Nov. 11-15. 

three 


inally - scheduled 
show is held in 
Dallas hotels. 

In a letter dated Jan. 31, Ballard 
urged SWSTA members “not to 
themselves in 


downtown 


align capacity 
with the unknown organization’’ 


sponsoring the new show. 


any 
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The 


SIZES 
BOXED 


SELL AT 
$1.79-$1.89 WITH 
DEALER PROFIT 


Almost all '60 exhibitors 
will again show at SMA 


Almost without exception, manu- 
facturers who exhibited at the 1960 
Shoe Market of America in St. Louis 
will be back this year. That’s the 
word from William Kaplan, general 
chairman of the and _ vice- 
president of Carmo Shoe Manufac- 
turing Co. 

“In addition 
space reservations for a number of 
manufacturers who did not show 
in St. Louis last year,” Kaplan adds. 

The result: the show will be the 
biggest in the city’s history, Kaplan 


show 


we have received 


promises. 

Many show features will be ex 
panded at the 1961 event, April 9-12. 
A mall connecting show hotels and 
display locations will be re-created 
on a larger scale. 

Again, the 
coffee service to 
rooms, fashion 
day-long entertainment 
fall styles. 

The for 
Monday night, April 10. Chairman 


include 
show- 


agenda will 
buyers in 
presentations and 
introducing 
set 


annual banquet is 


MEN'S 
SHOE TREES 


oP Syieig st e- 


Qiyes cise or a ee er ay 
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of banquet entertainment is Harry 
Benningson, vice-president and sales 
manager of Hamilton Shoe Co. 


Carnival theme chosen 
for Los Angeles market 


West Coast Shoe Travelers’ Asso- 
will call its fall 
scheduled for April 23-26 in Los 
“A Carnival of Shoes.” 
Carrying out the theme will be a 
circus-like 

The 


will 


ciates show, 


Angeles, 


decor. 
association 
encourage 
each salesman to 
decorate his 
display room in 
keeping with the 
theme. For the best- 
trimmed rooms in 
the men’s, women's 
and children’s cate- 


gories, a committee 


of judges, compris- Abe* GREENBERG 

ed of 

prizes 
“This 


shoe show suggests plenty of color 


shoe retailers, will award 


unique presentation of a 


and action,” says show chairman 
Alex Greenberg, a Blue Star Shoe 
Co. representative. He and his 
chairmen, L. P. Houghiand of Crad- 
dock-Terry Shoe Corp. and Ken Rea 


of Tyer Rubber Co., expect a 


CO- 


rec- 


ord attendance. 


Ohio show plans dance 


The Ohio Fall Shoe Fair, 
30 to May 2, will feature 
ening-day dinner-dance for visiting 
retailers. Shoe chairman Herb Burg- 
non the Ohio Shoe Travelers 
Club anticipates “the best fall buy- 
several years.”’ The 
held in the Deshler 
Columbus, as usual, 
four weeks 


April 


an op- 


said 


market in 
will be 
Hotel, 


will be 


ing 
show 
Hilton 
but it 
earlier than similar shows in former 


two to 


years. 


2-deck bus for the SMA 


A double-deck Fifth 
(circa 1920) will provide transporta- 


Avenue bus 
tion between show hotels during the 
Shoe Market of America in St. 
Louis, April 9-12. The bus is on loan 
from St. Louis’ famous Museum of 
Transport. 
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938 companies plan to exhibit in Miami; 
Brown finds its customers prefer Chicago 


The National Shoe Fair in Miami 
Beach next September promises to 
attract at least 538 exhibiting com- 
panies, perhaps as many as 600. The 
Chicago Shoe Show a month 
later may draw upwards of 300 com- 


new 


panies. 

The Shoe Fair Committee has an- 
nounced the results of a survey of 
1960 exhibitors, aimed at determin- 
ing exhibit room requirements. Of 
698 companies queried, 586 returned 
and 538 of 
said they would exhibit in 
Miami Beach. If half of those who 
didn’t reply or who said no, were to 
the committee noted, the 
figure would reach 605. 

As for 299 
said they would exhibit, 269 said no. 

. 


Dissent from St. Louis 

While arrangements for the 
Shoe Fair in Miami 
were being rushed to completion last 
Shoe Co. 
survey results showing that 
tail outlets Chicago 
Miami Beach. 

Louis J. Schaefer, executive vice- 
president, sales, said, “We feel these 
figures have supported our conten- 
that the Shoe Fair in Miami 
Beach is not in the best interests 
of the independent retailer.” 

Brown had sent most of its retail 


usable questionnaires 


these 


exhibit, 


Chicago, companies 


Na- 
tional Beach 


month, Brown published 


its re- 


favor over 


tion 


questionnaire asking 
their preferences. The company 
made it clear that it would exhibit 
at both the Florida show, Sept. 24- 
27, and the Chicago regional show 
(on the former site of the Shoe 
Fair), Oct. 22-25. But Schaefer ex- 
plained that results of the 
would help decide the degree of com- 
pany participation in each event. 
On the basis of 1500 replies, the 
St. Louis found that 35.1 per 
cent favored Chicago, 26.7 per cent 
preferred Miami. Of the others, 3.5 
per cent said they would attend both 


shows ° 27.5 


customers a 


study 


firm 


per cent, neither, and 
7.2 per cent, some other shows. 

St. 
turer, 
not made a 
Brown’s. But Marketing 
Ben Edscorn said he 
thought ISCO’s retail ec 
would attitudes 
those of Brown's customers. 

’ 
Miami on NSF Committee 

Meanwhile, the five members of 
the Miami Beach Shoe Show, Inc., 
who will serve on the National Shoe 
Fair Committee were named. They 
are: Vincent Bush, Palizzio, Inc.; 
Ted Hinds, Mutual Shoe Co.; Ernie 
Miller, Pan American Modes; Jack 
Rauch, Kagan Lown Shoe Co., and 
Morris Segall, Vogue Shoe Co. 


other major manufac- 


Shoe 


Louis’ 
International Co., has 
study comparable to 
Director 
personally 
ustomers 


express similar to 


Pittsburgh woes: snow and unemployment 


The combination of unemploy- 
ment and the severest winter since 
1950 has hurled a one-two punch 
at retail shoe business in the Pitts- 
burgh area in recent weeks. New 
piled up on the eve of the 
Pennsylvania Shoe Travelers’ sum- 
mer showing, cutting sharply into 


snow 


attendance. 

Those retailers who came to the 
show, however, bought without hes- 
itation in women’s whites (for April 
1-10 delivery) and casuals. And des- 
pite strong cause for gloom, after 
the slow sales pace of the six pre- 
vious weeks, these merchants were 
optimistic about Easter sales pros- 
pects. 


Spectators and fabrics For 
Easter and spring selling, retailers 
of women’s style shoes bought spec- 
tators in white, black 
patent, and white in 23/8 and 19/8 
heel heights and conventional tips 
and foxing. 


brown and 


Dyeable fabric shoes in 23/8 and 
19/8 strong, mainly the 
conventional pump silhouette. Lus- 
ter calf pumps were bought with 
and without bow treatments, in 
such colors as hot pink, strawberry, 
orange, lilac and 

Straw had replaced 
for warm-weather wear. 


were on 


seafoam 
nylon 


green. 
mesh 


Open shank treatments — Open- 
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back, open-toe shoes proved weak. 
In their place were closed-toe, 
closed-back pumps with open shank 
treatments. The basic pump was 
still very strong on 23/8 and 19/8 
heels, but the 19/8 height was chal- 
lenging the 23/8. There seemed to 
be increasing interest at the show 
in high colors such as canary yel- 
low, lilac and china blue. 

Looking ahead to winter 1961, 
merchants felt that the low-cut, fur- 
lined leather boot has taken over 
the volume from the high-cut boot 
on flat heels. The double needle toe 
appeared to be the accepted trend. 


Lightweights for men Men's 
shoe exhibitors, meanwhile, found 
lightweight types selling fairly well 
for spring, along with slipons, in- 
cluding the boxer tops 

A few summer shoes will be sold 
at retail—the nylon and woven 
types—but not in any volume. 

In children’s shoes, saddle ox- 
fords in black and white, and red 
moc oxfords were selling in the 
3-8 size range. In the 8%-3 range, 
misses’ patch saddle oxfords, patent 
leather straps, and boys’ moc ox- 
fords and black and brown inverted- 
seam mocs were preferred. 


MARKETING 
Melville, Butler’s enter leased departments 


Two of the country’s biggest 
chain operators—Melville and But- 
ler’s—are moving into the leased- 
department field for the first time. 

Melville Shoe Corp. has announced 
plans to lease family shoe depart- 
ments in self-service discount de- 
partment stores. The new venture, 
under the name Meldisco, will be di- 
rected by Miles Shoes, New York, a 
Melville division. Robert C. Erb, 
Melville’s president, said the com- 
pany plans to develop its Meldisco 
operations rapidly during 1961. 

According to Erb, ‘‘intensive 
study” led to the company’s deci- 
He said Melville officials rec- 
ognized the growth of the low-mar- 
gin, self-service department store, 
and expect by their action to increase 
the company’s share of the total 
shoe market. Through its Thom 
McAn, Miles and John Ward chains, 
Melville already operates close to 
1,175 stores. 

“The Meldisco operation will 
carry the company’s high standards 
of merchandise under new brand 
names for men’s, women’s and chil- 
dren’s shoes,”’ Erb stated. 

s 


sion. 


Meanwhile, Butler’s Shoe Corp. 
revealed it had acquired, through an 
exchange of stock, J.T.S., Inc., an 
operator of high-volume shoe de- 
partments in six eastern states and 
Michigan. The J.T.S. units (the 
firm was formerly John the Shoe- 
man, Inc.) are in mill outlets and 
discount houses. 

David L. Slann, chairman of the 
board of Butler’s, said 25 outlets are 
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involved. The J.T.S. management 
will be retained, he added, and Syd- 
ney Flanzbaum, president of J.T.S., 
will head a new discount division of 
sutler’s. He has also been named a 
sutler’s vice-president. 

The acquisition will expand the 
3utler’s chain to a total of 208 stores 
and departments. 


Chandler’s to introduce 
collection by couturiers 


A group of prominent European 
couturiers has designed a fashion 
shoe collection for Edison Brothers 
Stores, Inc. It will introduced 
March 6 in Chandler’s Shoe Salons 
throughout the country at $12.98- 
$14.98. 

Combining talents to produce the 
collection were Jacques Heim and 
Jean Desses from France, and 
Simonetta, Fabiani and Capucci from 
Italy. Jacques Heim is a leader of 
the French Couture Group. Maison 
Heim, which his parents established 
over 60 years ago, is frequented by 
European royalty. 

Desses is widely known for his de- 
signs in fabrics, and Simonetta has 
been heralded as one of the most 
promising as well as the youngest 
Italian couturier. She is yearly on 
the New York Dress Institute's list 
of the world’s best dressed women. 

Fabiani is said to be a master in 
the art of cutting and handling ma- 
terials and is associated with the 
leading Italian house of 50 years’ 
standing. Capucci has been nomi- 
nated for the title of best Italian 


be 


“Tuscany” pump by Capucci, part of Cou- 
turier Collection, unites deep plunging 
throotline with block and white hounds- 
tooth check mirrored by block strips of 
patent. 


designer. 

The new Chandler's Couturier col- 
lection includes a pearlized snake 
pump with satin collar and obliquely 
cut throatline, by Fabiani; a double- 
peaked vamp fuchsia pump with open 
shank and intricate pink stitching, 
by Desses; a beige silk pump with a 
of the 
vamp, by Simonetta; a calf 
U-throated pump with geometric 
overlay stitching in black and a black 


fringe necklace amber at 


beige 


looped-fringe collar, by Heim; and a 
deep V-cut throatline pump of black 
and white houndstooth check with 
black patent leather heel cover and 
extended collar, by Capucci. 


Upper-end lines going 
self-service, Wolf says 


Wolf, president of the 
hig Crown Self-Service chain in the 


Robert L 


Midwest, the 
idea is catching on with the middle 
and upper income groups. And this, 
he told a New York meeting of re- 
tail 
broadening of the price 
self - service 


serve-yourself 


Says 


securities analysts, means a 
ranges car- 
ried by many shoe 
stores. To the original low-end lines, 
they are now adding higher-quality 
footwear. 

“The supermarket idea has 
thoroughly the American 
public,” said Wolf, “for merchandis- 
ing all kinds of items at lower prices 

and as a fun way to shop.” 
result, he claimed, major shoe com- 
panies which a year ago eyed self- 
service merchandising with skepti- 
cism, now are moving into the field. 


been 
sold to 


As a 


Rich’s quits Knoxville 
tich’s of Atlanta, a department 
store firm which was looked upon a 
few years ago as about to expand 
into several southern has 
ended what was its first venture into 
multiple operation by disposing of 


cities, 
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Miller’s, 
of Knoxville purchased the 


its Knoxville, Tenn., unit. 
Inc., 
outlet. 

The store was the second largest 
retail operation in Knoxville and its 
disposal leaves Rich’s concentrating 
on metropolitan Atlanta. 


FINANCIAL 


Shoe store sales rose 
by 5 per cent during 1960 


Retail shoe store sales in the 
United States during 1960 were 5 
per cent above the 1959 level. The 
Census Bureau says sales climbed 
from $2,334,000,000 to $2,451,000,- 
000. 

Shoe chains (11 or more stores) 
showed a 5.9 per cent sales increase 
for the year, from $937 million to 
$992 million. 

From these figures, it’s evident 
that shoe retailers did better on the 
whole than other merchants. Total 
retail sales for 1960 were up only 
2 per cent 


Creditors’ group studies 
future of John Irving chain 

Financial difficulties within John 
Irving Shoe Corp. and John Irving 
Shoe Stores Corp., Boston, prompted 
a creditors meeting two weeks ago 
in Boston. From some 150 creditors 
at the meeting, 26 were appointed to 
a committee to determine the com- 
pany’s course for the future. Credi- 
tors were requested not to take any 
immediate action. 

Irving operates 100 shoe 
stores throughout the country plus a 
substantial number of leased depart- 
ments. 

A consolidated statement dated 
last Dec. 31 showed the firm had as- 
sets of $5,281,000. Current liabilities 
are $4,963,663 and non-current li- 
abilities are $1,009,697. Net worth 
is $1,582,846. 

Sales in 1960 were $21,648,000 
with a loss of $720,988. From Jan. 
1 to mid-February, 1961, the firm 
incurred an additional esti- 
mated at $500,000. 

Current plans call for a reorgani- 
zation program to reduce expenses 
and increase sales. No change in 
management is expected, and Joseph 
Levy will remain president. 

As a new avenue to expansion, the 


over 


loss 
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company is opening shoe depart- 
ments in discount stores. 


Jan. chain sales down 


Widespread unemployment and 
eastern blizzards got part of the 
blame for declining shoe chain store 
sales in January. Four major chains 
which reported sales figures all 
showed decreases in comparison with 
January 1960. Edison Brothers was 
down 0.6 per cent, Melville 2.5 per 
cent, National 4.3 per cent, and Kin- 
ney 7.2 per cent. 


Shoe store sales up 12%, 
units up 242% in 1954-58 


Between 1954 and 1958, retail 
shoe store sales increased 12.4 per 
cent while the number of stores 
rose by 2.5 per cent. 

This finding was reported by the 
New England Shoe and Leather 
Assn. after a study of final reports 
from the 1958 Census of Business. 

In 1954, there were 23,847 stores 
with a volume of $1,895,252,000. 
By 1958, there were 24,437 stores 
with sales of $2,129,699,000. 


why VOTAN 


ITALIAN 
brought 


for Continental styles? 


influences in men’s shoes 
in trimmer lines and thinner 


soles. Lots and lots of these lightweight 
soles got soaked through on wet pave- 
ments and retailers had to pass complaints 
on to shoe manufacturers. 


TESTS showed VOTAN sole leather had 
superior water resistance. Furthermore, it 
was remarkably flexible! 


LIGHTER-WEIGHT VOTAN, 


do 


soles 


outwear most of the ordinary, heavy bot- 
tom stock. For Continental-styled men’s 
shoes, there’s nothing like VOTAN sole 


leather! 


Sooner or later, you'll use it. Why not 
add this favorable selling feature to your 
offerings now? 


OTAN 


THE SUPER 
LEATHER SOLE 


VIRGINIA OAK TANNERY, 


INC. 
27 SPRUCE STREET, NEW YORK 338, N. Y. 


Tannery: Luray, Va. 





PROMOTION 


Contest-winning window 


This window won top honors for George Bros. 
at North Towne, Inc.; Rockford, Ill, and 
an !I-dey European trip for two for Orville, 
C. Anderson, who trimmed the window, in 
Freeman Shoe Corp.'s Antique Bronze dis- 
play contest. The competition wos built 
cround a deep dork brown shade for fall 
and winter. Second prize, Mexican trip for 
two, went to C. Sautters Sons, Inc.. New 
Hartford, N. Y. 


Innes stages successful 
sale in storage basement 


The Innes chain used the storage 
basement of its downtown Los An- 
geles store for a mammoth clearance 
that moved 5,000 pairs in less than 
two weeks. 

The unsold stock 
from all its units and put the shoes 
on mass the basement 
setting. Then the markdowns began. 
Values ran as high as $25, company 
officers said, but price tags read from 
$1 to $9. 


chain collected 


display in 


lots 


were 


and discontinued 
dominant. But the 
firm kept an ample staff on hand 


Broken 
numbers 


OUR PRICES 
PRODUCE 


FAST SALES 


} = -@ oe e— 


in the basement and stuck to its 
policy of careful fitting. 

was the that 
management plans to make the base- 
ment clearance a twice-yearly fixture. 


So successful sale 


LIA teenager promotion 
slated for after Easter 


To spur post-Easter sales, Leather 
Industries of America has added to 
its spring promotion schedule a cam- 
paign aimed at the teenage market. 
The appeal to this 20-million-person, 
$10 group will be built 
around a full-page color ad in the 
May of Seventeen magazine. 
The campaign will link LIA, manu- 
facturers effort 


leather 


billion 
issue 


retailers in 
higher-profit 
time when 
inclined to 


and an 
to promote 
shoes at a 
might 
footwear. 


teenagers 


be buy heaper 


OPENINGS * EXPANSIONS 


GEM discount chain plans 
9 new units in 1961-62 


The GEM 


door discount 


International closed- 
chain will add 
stores in 1961-62, increasing its to 
tal to 17. 

Board Chairman Robert L. Wolf- 
son said 1961 openings are planned 
in Boston, Omaha, San Jose, Calif., 
Denver (the 


nine 


company already 
has Denver unit). The 1962 
openings will be in Philadelphia, 
Pittsburgh, Detroit, Portland, Ore.., 
and again in the Boston area. Each 
100,000 sq. ft. 


and 
one 


store will have over 
of selling space. 
GEM increased its sales to $47.6 
million in 1960 from $33.3 million 
in 1959. Earnings rose to $650,000 


from $432,995. 





Sommer & Kaufmann 
plans unit in huge center 


Construction of a new Sommer & 
Kaufmann branch store, the seventh 
unit in a San Francisco area chain, 
will begin soon in the massive Hills 
dale Shopping Center at San Mateo, 
Calif. The will 
a $1.5 million fashion center. 

When the 
by early next year, it will have 110 
million feet 
of floor space. With a yearly business 
expected to total $100 million, Hills- 
the 
centers in the world 
Kaufmann 
shoes for the family in an 8,500 sq 
ft. the 
building, according to Frank Bran 


store form part of 


new center is finished 


stores with a square 


dale will be one of la rgest 
shopping 
Sommer & will sell 


area of planned fashion 
don, executive vice-president 
. . 7 

Ehrenpreis Associates, Syracuse, 
N. Y., a leased-department operation 
conducted by Harry Ehrenpreis and 
his son, Sheldon, has opened depart 
ments in Dewees’ three women’s 
Philadelphia and 
suburban Drexel Hill, Pa., and Had- 
donfield, N. J. The departments will 


women's 


specialty shops in 


carry six brands. Lewis 
Cohen will manage the Philadelphia 
department 

—_ . * 

Swope’s Naturalizer Shoe Store, 
a one-brand this 
week at 619 Locust St. in downtown 
St. Louis. Meade M. McCain, 


ident of Swope Shoe Co., 


operation, opens 
pres- 
said the 
Naturalizer line will continue to be 
handled at Swope’s other downtown 
Locust St. Met 


booster of downtown selling, added, 


location, 905 ain, a 


“We plan to grow and prosper with 
downtown through the development 
of this second store to complement 


our present store.” 


WOMEN’S & 
CHILDREN’S 
SHOES 
IN NEWEST 
STYLES 


79-81 READE ST., NEW YORK 7, N. Y. 
SHOE co. Phone: WOrth2-5180 
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MILESTONES 


Style shows, newspaper 
section mark store fete 


To mark its 50th anniversary in 
mid-February, the Michel A. Levy 
store, Santa Barbara, Calif., 
sponsored three style showings of 
well known brands. Also commemo- 
rating the jubilee was a 10-page 
special section in the Santa Bar- 
bara the city’s only 
daily, on Sunday, Feb. 12. 

The style shows, one on each of 
the following three days, were con- 
ducted by Dick Sobel and Mitch 
Tenenbaum, for A’mano footwear by 
Sobel, Bernstein & Greene; Harold 
Levenson, for Selby Arch Preserver, 
and Ed Goodman, for Andrew 
Geller. The store took special or- 
from customers at extra 
charge. 

In addition, 


shoe 


News-Press, 


ders no 
apparel from the 
tiding and Sport Shop was 
modeled. Prizes of and 
parel were awarded, and premiums 
were given out with shoe purchases, 
according to Mrs. Michel A. Levy, 
president of the firm since 1951. 


store’s 


shoes ap- 


pride 

in each 
other’s 
company 


so flerible, ’ 


you can roll it up 


so resilient, 


85th birthday for Hahn’s 


William Hahn & Co., prominent 
Washington, D. C., shoe chain, cele- 
brated its 85th birthday with a din- 
ner in the Mayflower Hotel for 160 
employees and guests. Diamond pins 


FOOT 


for 40 service 
awarded to Clara Hunt, Edna Lang- 
ford, Ida Anderson, Clarence Jacobs 
and Opel White. 
Hahn’s operates 13 
near the capital, plans four more. 


25 to years’ were 


stores in and 


HEALTH 


Annual foot examinations in schools urged 


A campaign for compulsory annual 
medical inspections of school chil- 
dren's feet was launched in New 
York last week. 

Irving R. Glass, executive 
president of the Tanners’ Council of 
America, was instrumental in 
launching the drive at a conference 
sponsored by the Podiatry Society of 
the State of New York, and the 
Reader’s Digest. Officially opening 
the campaign was Shane McCarthy, 
director of the White House Council 
on Youth Fitness. 

Glass outlined a program of shoe 
industry cooperation in the foot 
health He stressed the im- 
portance of the shoe retailer as a 


vice- 


drive. 


Val- Cork 


. 80 light, 


... right in the palm a 


of your hand. 


2 


Milwaukee Shoe Co. 


#7026 


+7790 (Oxford model) 


* Goodyear welt, 


russet elk, 


plain toe blucher 


* Twill-lined vamp, steel 
shank, cushion insole 


* Vul-Cork sole 


link between the medical-educational 
authorities and the home in the 
chain of foot health. 

The Tanners’ Council official 
ported on recent advances in leather 
processing and shoe manufacturing, 
with advantages of longer wear and 
for children’s 


re- 


greater protection 
teet. Glass stressed 
tailers’ experience in cooperating 
with foot doctors and parents to se- 
lect the proper shoes for youngsters. 

Pilot studies cited by the Tanners’ 
Council have shown that at any one 
time from 50 to 80 per cent of all 
school-age youngsters are suffering 
from some foot defect or are wear- 
ing improper or outgrown 


also shoe re- 


shoes. 


MILWAUKEE 


VUL-CORK DIVISION, CAMBRIDGE RUBBER CO., TANEYTOWN, MARYLAND 
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MANUFACTURING NEWS 





How Crosby Square built that new image 


in Milwaukee they tore up 
tradition and redesigned the 
company trademark, the 
shoe box and the entire 
Crosby Square image. Now 
the ‘‘New Look”’ is paying 
off in volume and new units. 


By BENN OLLMAN 


The “New Look Program” at the 
House of Crosby Square, Milwaukee, 
has been labeled a “small merchan- 
dising miracle.” 

It is a big, dramatic success 
story. It may rank as important 
in the men’s footwear field as 
Chrysler Corp.’s “Forward Look” 
was to the automotive industry. 
Involved are these developments: 

* Astriking new company image. 

© A styled-up line of shoes to 
match the new corporate appear- 
ance. 

® A revamping of many long-held 
merchandising practices. 

These developments have led to 
the opening of an astounding num- 
ber of new Crosby Square outlets: 
600 since September 1959. They 
have also stimulated volume in 
established outlets. Company offi- 
cials haven’t disclosed overall sales 
figures, but they say the sales 
picture has brightened consider- 
ably. 


‘he men behind the “Look”—The 
changeover began in May 1959 
when youthful Hal Templeton took 
over as general manager. He came 
to the House of Crosby Square 
division of Mid - States Shoe Co. 
from an executive post with Flor- 
sheim Shoe Co. 

Working at Templeton’s side has 
been Gil Reinarz, Crosby Square’s 
veteran merchandise manager. The 
two make a well balanced, effective 
combination. 

“The first thing we did,” says Hal 
Templeton, “was to take a long, 
cold, hard look at the entire appara- 


84 


Image makers: Gil Reinarz [left], merchon- 
dise manager, and Hol Templeton, general 
manager, collaborated on the “New Look.” 


tus being used to merchandise our 
shoes.” 


They needed an image—The pair 
recognized that a new Crosby 
Square brand image had to be cre- 
ated. What was lacking was a “per- 
sonality” in tune with current men’s 
footwear styling and retail merch- 
andising needs. 

The company trademark had been 
developed in 1931. There was noth- 
ing wrong with it at that time 
it served its purpose well as a 
symbol of the British styles that 
most men’s producers 
lated in those days. The name 
House of Crosby Square had been 
chosen to lend authentic 
“London look” to company’s 
product. 


shoe emu- 


an 


the 


0 
O 


LON 4, 
IN MEN'S SHOES J 


oPaquart 


But with the changing times, 
the Crosby Square logo had become 
dated. Its ornate script contrasted 
sharply with the clean, uncluttered 
look stressed by modern designers. 

A new trademark created. 
It features easily read block letters 
framed in a simple, eye-catching 
linear design that lends itself to 
many contemporary uses. 


was 


Boxes ia the back room— Next 
in line for revamping was the 
Crosby Square shoe box. Here again, 
some long-established company con- 
cepts were discarded. The company's 
black, red and gold Crosby Square 
shoe carton was handsome, Temple- 
ton and Reinarz agreed. But they 
argued that it no longer blended 
with the decor of shoe stores 
Dealers complained that the dark 
tone of the boxes swallowed up the 
light in their stores. 

Result: too many dealers provided 
their own solution to the problem 
by hiding the boxes in the rear of 
the store. 


Back up front—The “New Look 
Program” has changed this con- 
dition. Crosby Square shoe cartons 
are no longer relegated to back 
rooms, hidden from the customers’ 
sight. Today, say company officials, 
they get front position on selling 
floors bec the new tan boxes 
were designed to enhance stere ap- 
pearance. And moving Crosby 
Square shoe boxes up front in more 
stores has undoubtedly contributed 


‘ause 


to boosted sales. 


aaa 
CROSBY 
SQUARE 




















eri iiiil! 


Old face and new: The ornate (circa 1931) gave way to the clean, uncluttered look. 
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Another simple yet very helpful 
gain scored by redesigning the 
boxes, according to dealer com- 
ments, is this: it is easy to write 
price information on the new 
cartons; it wasn’t on the black 
background of the old ones. 


“Interior decorators”—On receiv- 
ing the first shipment of new boxes, 
one retailer wrote to the company: 
“Crosby Square is more than a 
shoemaker; they have become in- 
terior decorators.” 

Developing the new Crosby Square 
personality necessitated top-to-bot- 
tom changes. Every item bearing the 
company trademark, from match- 
books and gift certificates to catalogs 
and outdoor signs, was given the 
rejuvenation treatment. Designers 
were put to work creating new 
displays for store interiors and 
windows, and a selection of display 
units resulted that blend harmoni- 
ously with the new, modern Crosby 
Square look. 


A promotion kit—The far-reach- 
ing, image-building blueprint in- 
cluded development of a seasonal 
promotion kit for distribution to 
dealers. It includes window cards, 
price tickets, description cards, 
signs and sales material. 

Crosby Square’s shoe designers, 
meanwhile, got the job of updating 
the style elements of the company’s 
line. They developed 12 new lasts, 
bringing the character 
up to date, and they introduced 100 
patterns. The “Dart’—a 
“young man’s type of shoe” with 


line’s toe 


new 
debuted in a 


composition outsoles 
lower price range. 


The salesmen clapped—What 
about the Crosby Square salesmen? 

“When we held our sales meeting 
to unveil the ‘New Look Program,’ 
the men actually cheered and ap- 
plauded,” reports Gil Reinarz. “For 
all of them it refreshing 
experience. They have a genuine 
enthusiasm that makes them all 
better salesmen.” 


was a 


package — Crosby 
representatives 
call on with a complete 
merchandising package not 
just a line of shoes. The first year 
of the “New Look Program” saw 
three times as many new Crosby 
Square dealers added as in any 
previous year in the company’s en- 


A complete 


Square sales now 


dealers 
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tire 94-year history. 

Salesmen are required to turn 
in an advance itinerary outlining 
plans for each week’s work in their 
territory. Some balked when they 
heard of this requirement, but 
they’ve found that it has its ad- 
vantages. 


Men on the move—Both Hal 
Templeton and Gil Reinarz have 
been constantly on the move since 
the debut of the “New Look.” They 
logged 100,000 miles of air travel 
during 1960 calling on dealers and 


working with salesmen to get the 
program off to a proper start. 

In short, the task of establishing 
the new Crosby square image is not 
being directed from a _ home-office 
desk. 

Crosby management 
points with pride to this fact: the 
“New Look Program” debuted in 
September 1959 during a “dry per- 
iod” in the shoe business. Despite 
the conditions prevailing at that 
time, the program immediately 
sparked beneficial results. 

The benefits are still mounting. 
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Simple... Quick 
Safe... Accurate! 





NEW, IMPROVED MODEL 


Money 
Back 


ony $]50 


SUIGHTLY HIGHER IN FOREIGN COUNTRIES 


Guarantee 


SEE the “GROW-ROOM” 


without X-ray 


with new VISUMETER’ 


Children’s Size 
5 to 3 


= 
See "GROW-ROOM” 


New, accurate VISUMETER allows both shoe-fitter and customer actually 
to see toe-room, yet gives visual proof of correct fit mechanically. Compact, 
lightweight VISUMETER operates like a scientific gauge. Five simple steps 
... (1) insert VISUMETER in shoe, (2) release lock allowing VISUMETER 
to full length of shoe inside, (3) tighten lock to maintain accurate inside- 
length measure, (4) remove VISUMETER from shoe, (5) hold VISUMETER 
against foot to compare length accurately with inside measure of shoe. You 
and your customer actually see the ““grow-room” in the shoe being fitted. 


Increase customer confidence with accurate fittings. Promote sales with 
available newspaper mats, window cards, etc. If not satisfied, return within 
30 days and your money will be refunded. 

DISTRIBUTED IN CANADA BY HEWETSON SHOE CO., BRAMPTON, ONTARIO 


THE LUDWIG CO. 


5845 HAMILTON AVE. 
CINCINNATI 24, OHIO 





FOREIGN TRADE 


Japan gears for another footwear export: 
plastic soles are bonded to leather uppers 


A new Japanese export—shoes 
with tough, flexible plastic-type 
soles chemically bonded to leather 
uppers—is about to invade the 
American market. 

Japan’s “chemical have 
their peak in production 
and sales. Several of the country’s 
larger chemical shoe manufacturers 
have begun producing the new so- 
called chemical-leather shoes. Qual- 
ity is said to be good, and prices 
are much closer to chemical shoe 
prices than to leather shoe prices. 
In a Kobe, Japan, department store, 
men’s leather-chemical shoes sell 
for $5.50 versus $10 for the leather 
type and $2.20 for the chemical 
variety. 


shoes” 
passed 


Sales potential in U. S.—An 
American State Department observ- 
er in the Kobe-Osaka area says of 
the new shoes: “They appear identi- 
good medium - quality 
leather shoe but have the advantage 
of being more easily and cheaply 
produced.” He adds, “Active plans 
this type of shoe 
under way.” 

Observers say the shoes have a 
definite sales potential in the U. S. 
Samples are described as “quite 
attractive in style, quality and 
finish.” One American in Japan 
claimed, “If this shoe could be 
offered in the U. S. at the same 
retail price as in Japan, it would 
without a doubt be a successful 
item.” 

Some observers think the Jap- 
anese bonding process is superior 
to the normal cementing process 
in the United States. 


cal to a 


to export are 


used 


Chemical exports level off—It’s 
generally agreed that the boom in 
chemical footwear is ended. Ex- 
ports to this country have leveled 
off at $1 million per month, and 
no increase in this market is in 
sight. Although sales in 1960 were 
higher than in 1959, the gain was 
almost entirely in the first half. 

Productive capacity in Japan has 
been expended far in excess of 


86 


demand, and there will be 
tinuation of bankruptcies among 
the small and financially weak 
manufacturers. The market for the 
chemical shoes is in a chaotic state. 


a con- 


Japanese firm to make, 
distribute Winthrop line 


International Shoe Co.’s Winthrop 
brand of men’s shoes will be manu- 
factured and distributed in Japan, 
starting immediately. 

Under a royalty agreement with 
the Standard Shoe Co., Ltd., Tokyo, 
ISCO’s Winthrop division will pro- 
vide dies, lasts and some materials 
as well as_ technical 
The shoes will be produced at Stan- 
dard’s main plant in Tokyo. 

M. Robert Shaffer, marketing 
manager for International's men’s 
shoes, said Standard has a reputa- 
tion in Japan as that 
leading producer of quality foot- 
wear. 

In announcing the international 
link, ISCO officials emphasized that 
the shoes made in Japan will not be 
exported. They will be distributed 
only through Standard’s establish- 
ed retailers in including 
department and Pro- 
duction plans call for men’s dress 
welt shoes and 
some handsewn styles 


assistance. 


country’s 


Japan, 
shoe stores 


casuals, including 


Greece is all but closed 
to American footwear 


Only a very limited market exists 
in Greece for U. 8S. footwear, the 
Commerce Department The 
report is one of a continuing series 
about shoe export possibilities. 

Greece produces enough low-cost 
shoes to care for its needs, and a 
high rate of duty keeps all 
but a few foreign makes. Fewer 
than 5,000 pairs were imported in 
1960, including a mere 174 pairs 
from the U. S. in the first six 
months of the year. 

Greece’s production and consump- 


says. 


out 


tion are in balance at about 14.6 
million pairs a year. The country’s 
industry remains primarily 
a handicraft there 170 
machine-equipped factories, several 
thousand small shops. 


shoe 


one are 


MANAGEMENT 


Craddock-Terry names 
Shank to executive post 


Philip G. Shank has been elected 
vice-president of Craddock-Terry 
Shoe Corp., Lynchburg, Va., and ap- 
pointed to a newly created post as 
assistant to President Percy N. Bur- 

ton He for- 
merly vice - presi- 
dent of the Mutual 
Shoe Co., Man- 
chester, N. H. 

Shank is a 


retail- 


was 


vet- 
eran of shoe 
ing, wholesaling 
and manufactur- 
ing He shifted 
from retailing to 
the wholesale divi- 
PHILIP G. SHANK =o sion of Wohl Shoe 
in 1936. In 1947 he joined Selby 
as a sales and styling ex- 
He Mutual in 


as sales manager, and several 


to 
Shoe Co 
ecutive moved to 
1953 
years vice-president, 


later became 


sales 


New sales managers for 
2 Brown Shoe divisions 


Two Brown Shoe Co. divisions got 
new sales managers last month. Lee 


L. Green, who had been sales man 


LEE L. GREEN EDWARD T. BOMAR 


ager of the Risque division, took over 
the same post in the Roblee division. 
Edward T. Bomar succeeded him at 
tisque. 

Brown's executive vice - president 
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Schaefer, 
in 


an- 
St. 


sales, Louis J. 
the appointments 


for 
nounced 
Louis. 

Green, whose shoe career dates 
back to 1934, joined Brown three 
years ago as Life Stride salesman in 
the Pacific Northwest. Bomar went 
to work for Brown's Naturalizer di- 
vision in 1949 as a sales representa- 
tive. His territory included the key 
southern cities of Memphis, Nash- 
ville, Birmingham, Atlanta and 
Miami. 


Endicott Johnson adds 
VP for its retail sales 


Endicott Johnson Corp. has added 
another new vice-president, this one 
He is 


Castro, a veteran of 16 


to take charge of retail sales. 
Edward A 
years in retailing operations in the 
New York City area. Most recently 
he was vice-president for operations 
and administration at City Specialty 
Stores. 

In his new post Castro will have 
the job of revamping EJ’s own re- 
tail operations, which reportedly pro- 
duce about a third of the company’s 


THE BIGGEST M 


CUSTOMERS 


The best friend a shoe man ever 
had is that loyal and devoted “re- 
You don't lure him 
with price, style, or gimmick shoes. 
He's yours, for always, because you 


peat” customer. 


and you alone give 
the support, the 
possible with a 


Foot-So-Port has conclusive 
proof of the extra profits you 
can enjoy with “repeat” Foot- 
So-Port customers 
complete line for men, wom- 
en and children, with not 
one, but many feature ad- 


vantages. 


Port customer... 
a Foot-So-Port customer. 
He's yours for the ask- 


ing. F« 


terested 


prest 
write 


$012 
TAN LUXOR CALF 


FOOT-SO-PORT SHOE co., Oconomowoc, Wis. 
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ARKET 


FOOT PORT 


annual volume. The company plans 
substantial expansion of its retail 
chains, which currently operate some 
600 units. EJ is closing some low- 
profit stores and planning new ones 
in more favorable locations. 


Martin Stein named VP, 
sales, for Mutual Shoe 


Martin Stein has been appointed 
vice-president in charge of sales for 
Mutual Shoe Sales Co., Manchester, 

N. H. The company 
makes the Foot 
Flairs, First Edi- 
tions and Arpeg- 
gios lines for 
women. 

Stein joined the 
firm in 1950 and 
for several 
has directed 
administration. He 

principal of 
the firm. Besides 
he will remain 
acting executive vice-president and 


years 


sales 


is a 
MARTIN STEIN 
his new post, 


as 


treasurer 


PRODUCTION 


FMC children’s sessions 
to air factory problems 


Children’s shoe sessions at the 
North American Factory Manage- 
ment Conference, April 20-23 in Cin- 
cinnati, will take up practical shoe- 
making problems. 

According to the National Shoe 
Manufacturers Assn., detailed ques- 
tionnaires were sent to hundreds of 
delegates in shoe factories through- 
out the U. S. and Canada. The flood 
of program ideas that resulted served 
as a basis for the agenda. 

The stitchdown group 
sider problems relating to finishing 
and packing, lasting, bottoming, 
making, fitting and cutting. Under 
lasting, for example, topics for dis- 
cussion will include the prevention of 


will con- 


film breaks on inverted seams with 
California welt; rubberized-type box 
and the removal of wrinkles 
from uppers after lasting. 

Heading the stitchdown group is 
D. R. Gillilan of International Shoe 
Co. him will be A. B. 


toes; 


Assisting 
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® Easily 
cated 


him the comfort, 

fit, that’s only 

feature line. 
per rack 

® Gray finish 


Here's a 


Once a Foot-So- 
always 


or shoe fitters in- 
in building 
ige and profit. 


SHOES 


SELF SERVICE SHOE DISPLAY 
$8.7 5 “AOA i ieton. 


4 feet long 
6 feet high 


® Easily adjust- 
relo- 


© Up to 72 pair 


® Usewith boxes 
or just shoes 


® Use back to 
back for island 
display or against wall ® Fixture has stock 
shelf available ® Solid steel construction. 
Write, phone or come in—immediate delivery 
(IMustrated circular the key to modern merchandising on request) 


PAR STEEL PRODUCTS 


2633 South Halsted Street 


Chicago 8, Illinois 
Victory 2-214! 








West Indies area, G. D. CRUZ 
200 O'Donnell, San Juan, Puerto Rico 




















Lampen, Moran Shoe Co.; Jay Ham- 
blen, Genesco, Inc., and Fred R. Peel, 
Highland Shoes, Ltd. 

The Goodyear welt sessions, headed 
by Rex Halterman of Vaisey-Bristol 
Shoe Mfg. Corp., will include discus- 
sion of these topics: new advances 
in sewing machines for upper fit- 
ting; patternmaking and dies re- 
lated to productivity, quality and 
costs; operator training; newer types 
of insoles for welt shoes; die-cutting 
of insoles; conveyor systems; heat- 
activated and solvent counters; heel 
attaching; and the attaching of syn- 
thetic-type soles on Silhouwelts. 

Assisting Halterman will be John 
M. Jordan, Brown Shoe Co.; Charles 
Shapiro, Majestic Shoe Corp., and 
Floyd Gerig, Curtis, Stephens, Em- 
bry Co. 

The program for the children’s 
cement sessions was to be announced 
later. 


Bali moves to Marlboro 


Bali Footwear, Inc., Roxbury, 
Mass., has moved its entire opera- 
tion to the former Mutual Shoe Co. 
plant in Marlboro, Mass., according 


to Bali owner Samuel G. Lash. The 
company plans to produce 5,000 to 
6,000 pairs of women’s shoes per 
day, and expects to employ between 
250 and 300 persons. 


Georgia Shoe enlarges 
factory in Baxter, Tenn. 


Georgia Shoe Manufacturing Co., 
Inc., a major producer of men’s and 
boys’ sport and work boots, will dou- 
ble the capacity of its Baxter, Tenn., 
factory. 

President Sam Perling said the ex- 
pansion plans include addition of a 
complete line of youths’ and boys’ 
boots and sport footwear of all types. 

The company’s main plants are in 
Flowery Branch, Ga. 


More space for shoes 


Wolverine Shoe and Tanning Corp. 
has halted production of gloves at 
its Greenville, Mich., factory and 
switched to casual footwear. The 
company is moving its glove-making 
machinery to Howard City and Reed 
City, Mich. 


Central Shoe expands 
factory in consolidation 


Central Shoe Manufacturing Co., 


Inc., has expanded its Norwich, 


Conn., factory by 28,000 sq. ft. in a 
consolidation move, after closing its 
12,000-sq.-ft. 
Athol, Mass. 
Ruszyk, Sr., president and 


branch factory in 

John 
general manager, said the company 
expects to increase its present work 
force of 246 as a result of increasing 
sales to lower-priced volume chains 
and retailers. During 1960 the firm 
produced almost 1 million pairs of 
infants’, children’s, boys’ and men's 
stitchdowns and misses’ cement 
shoes. 

Frank P. Einhorn 
elected vice-president with responsi- 
bility for further expansion of sales 
to chains and retailers under the 
Nor-Flex trade name. Raymond 
Ruszyk, a son of the president, 
serves as executive vice-president in 
charge of general business affairs. 
He also acts as liaison between the 
company and a selected group of 
wholesale distributors. 


recently was 
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Scott's 4-Way COMFORT ARCH 
SELL THEMSELVES! 


tired 
Provides metotarsal, cu 
support its a 
Just suggest 


Here's four-way relief for those 
feet 
boid and longitudinal 
natural profit-moter 
it Sells Itself 
(Stock No. 30!) 
Ladies’ 4-10 Men's 6-12 
Wide ond Norrow 
Your Cost Only $34.80 Dozen 


($396.00 Gross) 
ORDER TODAY! PROMPT DELIVERY! 


Write for a FREE Full-Line 
Scott Catalog! 


SCOTT 


FOOT APPLIANCE CO. 
1701 WEBSTER ST.-OMAHA, NEBR 


walking 
29376 
Men's 6/12 8D $5.65 
FLEX-RITE SOLE 
1TALO LAST 


BOYS, LIFE TAN (T.M.) 27376, CD 1/7 $4.60 


LIFE TAN (T.M.) upper leather is scuff resistant, looks 
like, but out-wears calf. Stays good locking longer. Also 
available in Slip-on patterns. 


INDEPENDENT MERCHANTS: Price alone is a football. For more 
sales and profits PROMOTE! FOOT KINGS give you more pro- 
motional features at competitive prices than any other line. 


WRITE FOR COMPLETE CATALOG 


A. S. KREIDER & SON CO. 


DEPT. 361, PALMYRA, PENNA. 











Boot and Shoe Recorder 





AWARDS 
Capezio’s Ben Sommers wins ‘Mercury’ 


“For the inspiration he has given 
to the American shoe market in the 
development of soft flexible footwear. 

“For his perception in working with 
apparel designers to more closely re- 
late and coordinate shoes with apparel 

setting and accepting only the 
highest standards in his artistic ap- 
proach to creativity in the world of 
theater and fashion. 
“For hia recognition that functional 
dance footwear could be 
successfully brought into street shoes, 
and his unfaltering belief in the soft 


dance, 


aapee fa of 


shoe conce pt We 


a 
all these contributions to 
the industry during his long career 
at Capezio, Inc., New York, Ben 
Sommers has become the second 
winner of the industry’s annual 
Mercury Award. The National Shoe 
Retailers Assn. initiated the award, 
a bronze trophy, a year ago to 
honor shoemen who have given 
‘outstanding service’’ to the 
industry. 

The bill of particulars presented 
by NSRA makes it clear that Ben 
Sommers’ service has indeed been 


For 


\ OFFICIAL 
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REGULATION 
BASEBALL 
SHOES 


(steel! spikes. 
leather soles) 


Sizes 1-12 
$3.75 


Athletic Footwear Division 








BERNED SHOE CO. 207 essex street, BosTON 10, mass. 
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LEAGUE 
Baseball Shoes 


Made on regulation spike 
lasts with cowhide 
uppers. Has durable, 
approved, one-piece, 


outstanding. The association's 
award committee called him ‘a fash- 
ion trend setter whose ideas have 


stimulated the whole industry.” 


A new concept 
ident is given much of the credit 
for enlarging the 
world of the “danc- 
er’s cobbler’’ to 
encompass the 
world of fashion. 
3ack in 1937 - 42, 
with help from de- 
signer Claire Mc- 
Cardell, he first 
the ballet 
offstage 
and found the re- 
encouraging. 


Capezio’s pres- 


tested 


slipper 


BEN SOMMERS 


worked with the fashion 
world to create a new concept in 
foot coverings based on the func- 
tionalism of the dancer’s shoe. 

In 1944 Capezio created for Emily 
Wilkens, a pioneer teenage dress 
designer, the low-heeled soft skim- 


sults 
Sommers 


mer flat influenced by the ballet 
slipper. As NSRA noted, “Here was 
a completely different shoe that was 
youthful and attractive that 
utilized soft leathers to advantage 

. a shoe that inspired the indus- 
try with a new concept of styling 
and construction.” 


Flow of innovations—Other fresh 
ideas followed, such as the one-strap 
shell and the Matador. Then in 1947, 
as Dior’s “New Look” the 
fashion world, Capezio introduced 
the ballet slipper on a 2-in. heel. 
Soft reached all age 
groups. 

“Each year,’ NSRA related, 
“brings promise of new shapes in 
soft from Capezio. In 1961 
the elongated, softened square-toe 
Platy Flat and Platy Pump 
forecast to become favorites.” 


swept 


shoes now 


shoes 


are 


The presentation—As a ‘“Mer- 
cury’’ winner, Sommers joins 
designer Seymour Troy, the initial 
recipient last year. 

The presentation by NSRA Pres- 
ident Louis Liebson was scheduled 
for Feb. 28 at the association’s 
Fashion Conference in New York. 
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— SLIM —CUBAN HEEL 


In BOYS, 2 pearl button wrapover, cuban heel, 77210, $4.75 


MR. INDEPENDENT OPERATOR: 
You can buy shoes today at most any price and se can your competitors 
FOOT KINGS give you more PROMOTIONAL features at popular prices than 


is the indispensable ingredient in Swecess. 
marketing organizations have built their business on 

their WINDOWS and LOCAL ADVERTISING to build business. 
And, to STAY independent, BUY Independent. 
financial ammunition to shoot at YOU through their own stores, 


WRITE FOR CATALOG OF COMPLETE FOOT KING LINE 


A. S. KREIDER & SON CO. 
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Men's 6/12 8D $5.50 
WEOLITE SOLE 
ITALO LAST 


But 
The enormous mass 
Promotion. They use 
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divisions and 
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TRANSACTIONS 
Converse to operate Tyer as subsidiary 


Tyer Rubber Co., Andover, Mass., 
this week becomes a wholly-owned 
subsidiary of another rubber-canvas 
footwear manufacturer, Converse 
Rubber Co. of Malden, Mass. Settle- 
ment was set for Feb. 27 after Tyer 
directors approved the sale early 
last month. 

Stockholders of the Tyer company 
endorsed the transaction at a meet- 
ing Feb. 20. 

Under the terms of the sale-pur- 
chase agreement, made public by 
Tyer’s president, Wallace E. Brimer, 
Tyer shareholders will receive be- 
tween $15 and $16 per share for 
their holdings. 

Both Converse and Tyer have been 
manufacturing rubber and canvas 
footwear for many years. In addi- 
tion, Tyer Rubber has produced a 
variety of rubber products for the 
industrial and sporting goods mar- 
kets for more than a century. 

Stephen A. Stone, treasurer of 
Converse Rubber, said his company 
would operate its new subsidiary un- 
der the present Tyer management. 
It will be called Tyer Rubber Corp. 
or a similar name, and the Tyer 
sales organization will remain 
tact. 


in- 


Monarch-Youngsters 
sells its name to Culver 


After 45 years in business, Mon- 
arch-Youngsters Shoes, Inc., has sold 
out at auction. Acquiring the com- 
pany name, the “Blinkies for Kid- 
dies” brand name, dies and some 
equipment was Culver Manufactur- 
ing Co., Inc., Erin, Tenn. The for- 
mer were Dave Boten and 
Myer Siegel. 

Ed Culver, president of the Ten- 
nessee firm, said he is shifting pro- 
duction of the “Blinkies” line of slip- 
pers and playshoes from Chicago to 
Erin. 

Culver Manufacturing Co. will use 
its present facilities to fill spring or- 
ders. But Mr. Culver said a new 
unit will be set up in Erin before 
fall to handle the children’s line. 
Most salesmen who have been carry- 
ing the “Blinkies” line will now han- 
dle the full Culver line, including 


owners 
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Q-Teez casuals for women and Style 
Master leisure footwear for men. 

Leroy Siegel, who represented 
Monarch-Youngsters for five years in 
Chicago, will now represent Culver, 
with an office at 2562 Estes Ave. Joe 
DeNyse, who has sold for Culver in 
the Chicago area in the past, has 
retired. 


Textron confirms plans 
to acquire Freeman Shoe 


Officials of Textron, Inc., and 
Freeman Shoe Corp. have confirmed 
that Textron will acquire 

[ RECORDER, Feb. 15}. 

E. Freeman, president of 
Wis., men’s shoe manu- 
facturing firm, and Rupert C 
Thompson, Jr., board chairman of 
Textron, said directors of both com- 
panies had endorsed the acquisition 
Terms of the transaction not 
made public, but it was believed to 
involve an exchange of stock. 

The agreement was subject to for- 
Freeman 


reports 

Freeman 
William 

the Beloit, 


were 


mal approval by stock- 
holders. 

Textron’s chairman 
pany contemplated no major changes 
in the operations of Freeman Shoe 
The 40-year-old Freeman firm (1960 
$20 million) manufactures 
men’s dress and and 
distributes them leading 
men’s clothing 
and departments. 


said his com- 


sales: 
casual shoes 
through 
stores, 


shoe stores 


Willberg partner sells 


Mac Pressberg, formerly co-owner 
of Willberg Footwear, a Los Angeles 
medium-grade flattie and sandal 
producer, has sold his interest to 
his partner, Lou Willis. The latter 
will continue to operate the business, 
and no changes in the operation are 
anticipated. 


Air rifles plus boots 


A well known maker of air rifles 
moved inte the hunting 
business. The Ranger Boot and Shoe 
Mfg. Co., Inc., Killeen, Tex., has been 
acquired by Daisy Manufacturing 
Co., Rogers, Ark. 

The Ranger factory, 


has boot 


which 


has 


been closed for several months, will 
operate as a wholly owned subsidiary 
under the name StaDri Boot Co. Its 
principal product will be weather- 
proofed hunting Another 
Daisy subsidiary, the Daisy-Heddon 
Sales Co., will take charge of sales. 


boots. 


M. J. Nazzaro, Inc., sold 


M. gd. Nazzaro, 
fants’ and children’s shoe and sandal 
manufacturing firm in Los Angeles, 
has sold the company to his sales 
manager, Mel Kaufmann. Mr. Naz- 
zaro has joined Edwards Shoes, Inc., 
Philadelphia, as southern California 
sales He 
Urban Grant, who retired. 

Kaufmann will continue in charge 
of sales for M. J. Nazzaro, Inc. Mov- 
ing up to general manager and plant 
Hubert Marx 


owner of an in- 


representative. succeeds 


superintendent is 


FINANCIAL 


Green Shoe ‘60 profits 
are highest in its history 


Shoe 
which 
for fiscal 


Green Manufacturing Co 
report ed 


1960, 


Boston, earlier 
record 
ed net earnings of $1,745,513 
for the This is a 


cent increase 1959 


show 
| 


aiso 


sales 


record year 


a 
2.7 per 
profits of $1,699,779. On a per-share 


over 


basis, earnings were $1.57, up from 

$1.53. 
Green Shoe’s net profits have 

increased each year since 1952, the 


annual report showed. 


Julian & Kokenge shows 
major gains in sales, net 


The Julian & Kokenge Co., Co 
lumbus, O., ended its first full year 
of operation following acquisition 
of the Miller Shoe Co., Cincinnati, 
with record of $13,655,454 
This of pel 
cent of $9,939,717 in 
fiscal 1959, which included only two 
months of Miller operations. 

Net income 
$551,612 from $380,365. 
amounted to $5.12 per common 
share compared with $3.57. 


sales 


was an increase 37.5 


over sales 


rose 45 per cent to 
Earnings 


In the annual report, President 
Herbert Lape, Jr., told stockholders 
that the Miller firm is operating 
at full capacity and “has fully justi- 
fied our confidence in its acquisi- 
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tion.” Sales in J&K’s retail stores 
reflect the retarded retail picture 
generally, Lape said, but “the oper- 
ations continue profitable.” 


Johnson-Stephens sales 


up, earnings down 34% 


Johnson-Stephens & Shinkle Shoe 
Co., St. Louis, reported net 
up slightly and net income down 34 
per cent for the fiscal year ended 
last Oct. 31. 

Net sales were $9,902,231 against 
$9,887,170 for the previous fiscal. 
Net income was $104,567, equivalent 
to 42¢ per common share, compared 
with $158,918, or 7l¢e a share, for 
1959. 

Factory production totaled 1,- 
114,499 pairs, against 1,120,198 for 
1959. McLeod Stephens, president, 
said that sales were up almost 10 
per cent for the first six months 
of the fiscal year, but the 
half proved difficult and disappoint- 
ing. 


sales 


second 


Wolverine 1960 sales set 
mark, profits also rise 


Wolverine Shoe and Tanning Corp. 
registered the highest net sales in 
its history during 1960. The total 
was $18,225,000, an increase of 19.4 
per cent over sales of $15,260,000 in 
1959. 

President Adolph K. Krause said 
net earnings amounted to $646,000, 
a gain of 9.3 per cent over the 1959 
figure of $591,000. On a per-share 
basis, however, profits dropped from 
$1.32 to $1.18 as a result of the sale 
of 100,000 shares last May. 


EJ-Glen Alden pact 
gains judge’s approval 

The Endicott Johnson-Glen Alden 
settlement has been ratified in New 
York State Supreme Court. 

Justice Joseph P. Molinari in mid- 
February approved the agreement 
under which Glen Alden Corp. will 
sell some 78,000 shares of EJ com- 
mon stock to the Endicott Johnson 
employees’ pension fund. The price 
is $31.50 a share—or a total of about 
$2,457,000. 

Not a single opponent to the plan 
turned up from among EJ’s 11,000 
stockholders or its 10,500 pension 


March |, 196! 


plan participants. This was despite 
the fact that the 78,000 shares were 
then worth almost $400,000 less than 
the agreed-on price, in terms of the 
market price at the time of the hear- 
ing. 

As a part of the settlement, the 
court dismissed an EJ stockholders’ 
suit against Glen Alden and asso- 
ciates. 

Endicott Johnson and Glen Alden 
officials had come to terms on Jan. 
19 after three tense weeks in which 
Glen Alden had sought control of 
the big shoe manufacturer. Glen 


MORE TO TELL... 


Alden had already secured 60,000 
shares of EJ stock from Endicott 
Johnson director Jacob M. Kaplan. 
The holding company sought to in- 
crease its holdings through a bid to 
shareholders. 

But EJ employees in New York’s 
Triple Cities of Binghamton, Endi- 
cott and Johnson City, together with 
their neighbors and local organiza- 
tions, banded together to keep EJ 
stock in friendly hands. They got 
most of the credit for keeping con- 
trol of Endicott Johnson in the hands 
of the present management. 


MORE TO SELL! with 


NEW FRANCHISE PLAN 





In the fine-shoe field, there’s only one name offering the com- 
bination of construction and design features that guarantee foot 


comfort 


.. you'll see how they make sense to your customers 


in writing! Check these fine-shoe features yourself 


and 


dollars in bigger sales and profits for you! Get full details on 
the Allen-Edmonds New Franchise Plan from your representa- 


tive now 


or write direct for all the information. 


Five “PLUS” Features For You! 


1. EXCLUSIVE FEATURES 


nailess construction, all-round stitching, 


many other unique features give you plenty to sell with Allen- 


Edmonds! 


GUARANTEED COMFORT . 


.the money-back ‘‘sales insurance 


policy’ that's yours exclusively from Allen-Edmonds! 


FAST IN-STOCK SERVICE . . 


. 24-hour service that virtually puts the 


factory inventory at your fingertips! 


MODERN STYLING ... timeless fashion — one more reason why 
every man deserves at least one pair of Allen-Edmonds! 


STEADY DEMAND... 


men 


enjoy acquiring the ‘‘Allen-Edmonds 


habit'’ once they discover comfort from the very first step! 


ALLEN-EDMONDS /Belgium, Wisconsin 


Ever notice how many leather experts wear Allen-Edmonds? 








ORGANIZATIONS 


New York State group's new leaders 


Empire State Footwear Assn., Inc., elected 196! officers at recent convention in Syracuse. 
Seated, from left: Wyatt Johnson, proprietor of Amherst Bootery, Buffalo, first vice-presi- 


dent; Bruce Quimby, Bates Shoe Co. sales representative, president 
House of Crosby Square salesman, second vice-president. 


and Don Johnson 


Standing, left to right: Rollin 


Tuttle, Gilbert Shoe Co. representative, secretary (for his 12th term); Howord Peer, president 


of Eastwoods Shoe Stores, Rochester 


and Buffalo, 


association's board chairmon; Leo 


McClanahan, shoe merchandise manager at Adam Meldrum Anderson Co., Buffalo, sergeant- 


ct-arms, and Edward Fox, U.S. Rubber 


Co. 


representative 


treasurer 


MISCELLANY 


Wisconsin legislators reject shoe labeling 


A bill to require shoe labeling in 
Wisconsin failed recently to earn the 
approval of the Judiciary Committee 
of the state legislature. Members 
voted 3 to 1 against it. 

The bill’s author, State Sen. Nor- 
man Sussman (Dem., Milwaukee), 
said there is a “fair” possibility that 
the bill may yet be released for dis- 
cussion on the senate floor. But in 
all likelihood, it will remain in com- 
mittee for the duration of the legis- 
lative session. 


Two objectives — Senator Suss- 
man told BOOT AND SHOE RECORDER 
that his bill was designed “to help 
manufacturers by putting a stop to 
the unloading of a lot of inferior 
imported and surplus shoes in this 
state, and to protect the feet and 
pocketbooks of the Wisconsin con- 
sumers.”’ Sussman said the bill was 
patterned largely after proposals 
submitted in Oregon, Alabama and 
lvania. 


Pennsy 
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“I turned over to the committee 35 
pages of testimony and background 
material from hearings in other 
states,” “If the com- 
mittee members study that material, 
I feel fairly certain they may recon- 
sider their decision and release the 
bill for discussion.” 


said Sussman. 


Under 
would be 


Retailers responsible 
Sussman’s bill 
held responsible for attaching de- 
scriptive labels, supplied by manu- 
facturers, to the shoes they sell. 

Although Sen. Sussman is 
ported by labor, he admitted that he 
has failed to receive union backing 
for his shoe labeling bill 


retailers 


sup- 


A representative of the state 
Chamber of Commerce appeared in 
opposition to the bill. 

To one Wisconsin shoe re- 
tailer has written to the senator in 
support of the bill. Several manu- 
facturers have contacted him to voice 
their opposition. 


date 


Williams Mfg. seeks new 
market in store groups 


After 30 years of concentrating on 
the independent retailer, Williams 
Manufacturing Co., Portsmouth, O., 
is looking to the chains. Company 
President Wi'liam O. Lucas said 
Williams shoes for women are being 
offered to group store accounts under 
a new brand name, Trevi. 

“We must go where the feet are, 
“and the feet are in 
fut while it seeks 


Lucas said, 
shopping centers.” 
new accounts among groups of stores, 
Williams won't lessen its interest in 
the independent, he promised 

In its new endeavor, the company 
has the advantages of a large ware- 
house and adequate shipping space, 
Lucas noted. The former Selby Shoe 
Co. factory fills these needs and, in 
addition, the Selby buildings are used 
for the preparation of sole material. 


Musebeck will provides 


for research foundation 


George E. Musebeck, the late pres- 
ident of Musebeck Shoe Co., gained 
recognition during his career in the 
industry for his contributions to the 
field of feature and comfort shoes 
And these contributions, it was 
vealed last month, did not end with 
Mr. Musebeck’s death last Dec. 27. 

In his will the manufacturer pro- 
vided for a nonprofit foundation for 
research, study and education about 
feet and footwear. It will make 
grants to individuals, educational 
institutions and organizations. Its 
income will come from stock owned 
by the Foundation, and from con- 
mer- 


re- 


tributions by organizations, 
chants and others interested in pro- 
moting foot research. 

In announcing plans for the Foun- 
dation, W. W. Gallaher, executive 
vice-president of the Musebeck firm 
in Oconomowoc, Wis., said Mr. 
Musebeck long interested in 
starting such a foundation as a 
boon to foot health. 


was 


New Detroit sample room 


Herman Meyer and Dave Weis- 
man, manufacturers’ representatives 
in Detroit for a number of lines, 
have opened a new sample room in 
the Park Avenue Bldg. under the 
company name of M. W. Shoe Asso- 
ciates. 
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Navy’s Milton Bailey patents a new process 
that could expand use of impregnated soles 


A new sole-impregnation process 
promises to expand the use of butyl- 
impregnated leather through ad- 
vantages of speed and safety, ac- 
cording to developer, Milton 
Bailey. 


its 


Bailey, who supervises footwear 
development for the Navy’s Cloth- 
ing and Textile Research Office, has 
been granted a patent. He says 
the new will make sole 
leather wear longer and render it 
resistant to oil, grease, water and 
strong chemicals. 


system 


Today, Bailey notes, some 5 mil- 
lion pairs of butyl-impregnated 
leather soles are in use, mostly for 
children and the military. 


Fast absorption — The Bailey 
process, which can employ any 
number of butyl polymer combina- 
tions, permits the hot dipping of 
leather soles and the almost instan- 
taneous absorption of the com- 
pound. Bailey contends that the 
new method improves on the cur- 
rently-used solvent system, since 
the older method uses inflammable 
solvents or poisonous chlorinated 
solvents, requires long process time 
and excludes valuable high-molecu- 
lar-weight butyl compounds. 

The Navy aide says his develop- 
ment enhances sole leather wear by 
69 per cent and restricts water 
pickup to a low of 5 per cent. 

According to Bailey, the new 
process is rapid, requires no capi- 
tal expenditure or specially trained 
personnel, and reduces hazards. It 
may be used by shoe factories and 
cut sole distributors as well as tan- 
neries. 


Mixture adds durability—In op- 
eration, the butyl mixture melts at 
140° Fahrenheit. Soles are im- 
mersed in the melted mixture, 
which rapidly saturates the sole 
leather imparting properties of 
great durability. 

The intended 


invention is also 
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for use against lewisite, mustard 
gas, nitric acid and _ vessicant 
agents. The U. S. Government may 
use the patent without paying any 
royalties. 


Clemtex moving offices 
after sale to Allied Kid 


Clemtex Manufacturing Co., Hud- 
son, Mass., shoe fabric converting 
firm, is preparing to move its admin- 
istrative and sales personnel to Bos- 
ton following sale of that company 
to the Allied Kid Co., of Boston. Date 
of the move is uncertain but com- 
pany officials hope to complete it 
sometime in the early spring. 

Clemtex is now a wholly owned 
subsidiary of Allied. Its headquarters 
will be at 186 South St., the same 
Boston building in which another 
Allied division, the Phillips-Premier 
Corp., has its headquarters. 

The latter company distributes a 
line of synthetic materials and coated 
fabrics. Clemtex makes a comple- 
mentary line of shoe fabrics, both 
linings and uppers. Activities of the 
two firms will be coordinated. 

Milton Fine, president of Clemtex 
Manufacturing Co., will head the 
newly created Allied division. 


Jameson, finishes maker, 
in production at new plant 


C. F. Jameson & Co., a maker of 
shoe finishes, has begun production 
of the company’s expanding line of 
enamel edges, lacquer sprays and 
solvent cleaners at a new plant in 
Bradford, Mass. Arthur Jameson, 
president of the 30-year-old com- 
pany, said the space made available 
at the firm’s Haverhill, Mass., plant 
will be used to double laboratory fa- 
cilities and personnel. 

Charles F. Jameson, Jr., said the 
new plant will increase the lacquer 
division output to meet increasing 
demand. 


NEW LINES 


Colonial adds ‘Lancer’ 
for men’s and children’s 


Colonial Tanning Co., Inc., Boston, 
is marketing a new 
of top-quality splits, tanned espec- 
iaily for men’s and high - grade 
children’s Company officials 
say the leather’s “richness of nap 
and tone” adds beauty and charac- 
ter to 
sport shoes and boots. 


“Lancer” line 


shoes. 


semi-dress shoes as well as 


Manufacturers have shown inter- 
est in black olive, town brown, 
London gray and whippet, according 
to Colonial, while basic black and 
white are also being sampled widely. 


Barrett gets response to 
its leathers for women 


In keeping with today’s growing 
trend toward diversification in busi- 
ness, Barrett & Co., Inc., Newark, 
N. J., moved recently into the wo- 
men’s shoe leather field. Now, after 
three months, company officials say 
the expansion has aroused “consid- 
erable interest” in the industry. 

George Martin, vice-president of 
3arrett, told last week of the care- 
ful planning that preceded produc- 
tion of the company’s new fashion 
leather line. Barrett, he pointed out, 
had long been known as a maker of 
quality leathers for men’s shoes. 

“First,” said Martin, “intensive 
studies of the most suitable leathers 
were made.” Once these basic deci- 
sions were reached, the firm made 
modifications in the tannery to cater 
to production of Llama and Lasticalf 
for use by women’s shoe producers. 

“Perhaps the most interesting 
area of planning,” said Martin, “was 
that devoted to the selection of col- 
ors for the leathers.”” Working with 
fashion experts, Barrett introduced 
a full range of couturiere shades in 
Llama and Lasticalf just prior to 
the December Leather Show. 

According to Martin, there has 
been extensive sampling of the new 
line, and several manufacturers have 
adopted such colors as black cherry, 
ivy wood, pecanwood, hazelwood, 
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catalpa, winter-pine and black. 

To back the line, Barrett & 
has set up a cohesive program of 
advertising and promotion at both 
the wholesale and retail levels. 


Co, 


Phillips-Premier Corp. 
to distribute 2 materials 


Phillips-Premier Corp., 
has acquired distribution rights to 
Poron and Scottfoam. 


soston, 


Poron, owned by Rogers Corp., 
Rogers, Conn., will be offered in a 
variety of new applications 
such as vamp, quarter and sock lin- 
ings and counter pockets. Rogers 
Corp. will retain distribution of Po- 
ron for innersoles. 


shoe 


Scottfoam is a product of Scott 
Paper Co., Chester, Pa., 
been used for outerwear. It 
being introduced for the first time 
for applications in the 
field, and particularly for combining 
with linings and shoe upper mate- 
rials. Phillips-Premier Corp. will 
have full distribution of this prod- 
uct in the footwear field. 


and has 


is now 


f¢ otwear 


ORGANIZATIONS 


Eck, Senn again to head 
Last Manufacturers 


Charles E. Eck and Lester W. Senn 
won re-election as president and vice- 
president respectively of the Last 
Manufacturers Assn. at its annual 
meeting in New York. Richard D 
Green remains secretary-treasurer. 
Eck is vice-president of the Wood- 
ard and Wright Last Co., East 
Bridgewater, Mass., and Senn is 
secretary of the Western Last Co., 
St. Louis. 

David G. 
the Sterling Last Corp., Long Island 
City, N. Y., was appointed to the 
executive 
Paul S. Jones of Jones and Vining, 


Serling, president of 


association's committee. 


Inc., Brockton, Mass., is alternate. 


Shoe Board group elects 
Fred W. Trezise, vice-president of 
the George O. Jenkins Co., Bridge- 
Mass., 
the 


re-elected 
National Shoe 


water, 
dent of 


was presi- 


Be ua rd 


Conference at its annual meeting in 
Boston. Nicholas Norton, president 
of the C. H. Norton Co., North West- 
chester, Conn., was named vice-pres- 
ident. The Conference is comprised 
of makers of shoe board, widely used 
shoe for over 80 


for components 


years. 


FINANCIAL 
Allied explains profits dip 


Allied Kid blamed 
hand-to-mouth buying 
resulting from lower raw ma- 
for a sharp decrease 
in earnings in the half of 
1960. Net profits fell to $155,733, or 
from $3: 


the second 


Co. continued 


and lowe! 
prices 
terial costs) 


second 


‘S.086, or 


half of 


32¢ per share, 


82¢ a share, in 
1959. 
> 


report to 
Benjamin 


In their semi-annual 


shareholders, Chairman 
Simons and President Joseph T. Mc- 
another factor in 


Cauley also cited 


the decline: “an adverse style trend 
on certain of our kid leathers which 
in the past have been the source of 


substantial profits.” 


Ain International Shoe Fair 


Utrecht - Netherlands 


2nd-4th May 1961 


Open daily from 9 a.m. - 5 p.m. 


sports and 


Wednesday also from 6.30 p.m. - 9.30 p.m. 


Foreign exhibits 





Utrecht - Netherlands 


Full postal address: 


Foreign Department Royal Netherlands Industries Fair 


For further 














requires descriptive folder and catalogue 
IVth International Shoe Fair. 





Daily shoe parades 


information, 
apply to the Foreign Department, Royal Netherlands 
Industries Fair, Utrecht (Netherlands). 


Organized by the Royal Netherlands Industries Fair 


Big annual display by the Dutch Footwear Industry, 
presenting the latest in 


Luxury shoes, ladies’, gentlemen's and children’s shoes, 
industrial 


footwear, boots and slippers 


The Shoe Fair will be held at the Croeselaan site of 
the Royal Netherlands Industries Fair 


folder and Invitation card, 


mail today 
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Manufacturers... 


BROWN SHOE CO., S 
ferred Don Howard | I$ } 
F ‘ r the nite Men's Jivis 
< | new reated sa ¢ 
\ ind West Virainia Al Reynolds ond 
Harry Isaacs ntinue to service er 
Ant ted Sten 
Me diy ‘ 


Walter 


Boraich to the United 
. sting , ae Monoaer 
Johnson + ye or tyling. He 


CULVER MANUFACTURING Co., INC., 


ted Lee Milazzo 
, Arkor 


DR POSNER SHOE CO 


' ‘ed Lawrence 


INC. 
Minko 

FREEMAN SHOE CORP. Be Ww 
T ns! ed f epresentc? Paul Feuer 
stein ‘ , 


Herman C. Johnson { 


Middle At 


Ernie Nuoffer 


Freeman 


GENESCO, INC 
; Charlie Yotes 


A. E. NETTLETON CO 
ted Carl A. Dodge 


NUNN-BUSH SHOE CO. Mii 
T ferred ‘ et entat Al Fischer 
’, Ny 


TOBIN-HAMILTON CO 


A: é Dave 
Ww 


INC 


Weisman 
we 


TRIMFOOT CO 
B. F. Johnson 
B. Reinhort Sr 


VAISEY-BRISTOL SHOE CO., Mm 


8. F. JOHNSON 
Trimfoot Co 


J. PAUL BOAT 


Dunham Bros. Co 
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ted Russell Holterman |< 
Jing Allen Stevens. 
, YANKEE SHOEMAKERS, Newma 


Apr ed Louis Ziello sa' 
Y Mieon Colben } 


einai 


DUNHAM BROS. CO., 
Ant ted Fos vod Boot Midw 


be service 


pe 


Chains... 


G. R. KINNEY CORP., 
’ i Harold C. Rowen fron 


i Richord Wills 
Agel partis ctr naga 
Appointed Robert Massey - 
Berna, “ 
SHOE CORP. OF AMERICA 
Promo? Melvin E Cunningham 
R&S St 


i William Harmon | 
R&S unit A 


SPENCER SHOE corr. e 
te Suitor from Nag 


~ 


vide 
Pike 


Lester 


Departments . 
BULLOCK'S, l Angele 


f Louis Ziello : 


| ke Rede to 
MOREHOUSE-FASHION CO 


od William Prosser f 
hoe der e 


RODNEY'S, H Charles 


LaGrouve manager 


~ 


——— WILLS 
G Kinney Corp 


HAROLD C. ROWEN 
G. R. Kinney Corp 


PERSONNEL 





Other retailers 
RENBERG'S, Tulsa. Okla 
L. Reed rv ee oe oes 


WATS SHOES, INC., 
ed Simon K. sr ag a 


Tanners... 


ARMOUR LEATHER CO. : 
Appointed C. G. Presnell sale 


ed John Micetich hide 


Norman Kurtz from 


JOHN R. EVANS & CO., 
J —_ B. Kurtz 
Day 7 new 


Allied products . 


C. MACHINERY 
ed W. Gail Bird } 


G4 


—— RUBBER CO 
Ar Se M. suaapies 


HOFFMANN CO. 
Earle Levy 


HARR 


K. J. QUINN CO., INC. M 


Ar nted Frank Munroe o 


U B s CHEMICAL Co.. 
M A i Dr. ae H. 


Perry of 
Joha he ‘Smith : SS 


W. GAIL BIRD Cc. M. SHARPLES 
C.1.C. Machinery Crown Rubber Co 
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SHOE PEOPLE 





EXTRA-CURRICULAR: Irving J. 
Bottner, president of Esquire Shoe 
Care Products, will be chairman of 

a the footwear in- 
dustry’s 1961 ef- 
fort in behalf of 
the United Jewish 
Appeal of Greater 
New York. Al 
Lewis, Lewis Shoe- 
styles, will be co- 
chairman... Mrs. 
Ben Weiss of the 
Park Shoe Store, 
Houston, has been 
elected a director 
of the Houston Retail Credit 
Assn. ... Fred A. Goodwin, Wolfe- 
boro, N. H., shoe retailer, has been 
named president of the local Cham- 
ber of Commerce . . . Joe Rogers, 
manager of the Hardy Shoe Store 
in the Gateway Shopping Center, 
3eaumont, Tex., has been elected a 
of the center’s Board of 


IRVING J. BOTTNER 


director 
Trade. 
a . e 
WEDDING BELLS: James E. 
King, a unit manager for the Cut- 
ter-Karcher Shoe Co. in the Enid, 
Okla., area, was married in Spring- 
field, Ill., to Miss Janice Marie 
Warren. The couple will live in 
Enid. 
* - . 
TRANSACTIONS: Merrill R. 
Wells has bought the Higgins Store, 
Malden, Mass. He will retain the 
present manager, Ralph Patterson 
. Martin J. Cullen has sold Cul- 
3ootery in downtown Provi- 
R. L, to Children’s Shoes, 
Inc., Philadelphia, and taken a po- 
sition as manager of the Family 
Store, Smithfield, R. I. New man- 
ager at Cullen’s is William Caputo, 
formerly manager of the children’s 
shoe department at Cherry & Webb 
Co., Providence specialty store. 
o . o 
ON TO ORCHIDS: After spend- 
ing most of his life to date in the 
shoe Walter F. Deissler 
is retiring March 1. Deissler has 
spent 31 years with Bowman’s De- 
partment Stores, Harrisburg, Pa., 
as manager-buyer of the shoe de- 
partments. Before that he worked 
in Cleveland. What now? “Fish- 


len’s 


dence, 


business, 


9% 


ing, sunshine and growing orchids,” 
he says, plus “special work for the 
Bowman Stores. 
veloped a hobby of orchid growing 
into a flourishing flower business. 


Deissler has de- 


on a 
NAMED BY NASCS: Ivan Gil- 
bert, president of Gilbert Shoe 
Stores, Inc., Columbus, O., has been 
named to the committee on electron- 
ics of the National Assn. of Shoe 
Chain Stores. 


In allied fields... 


AFRICAN TOUR: G. Henry 
Bixby, Jr., treasurer of Bixby Box 
Toe Co., Inc., Haverhill, Mass., has 
been touring South Africa conduct- 
ing extensive market surveys. 
also visited local shoe factories to 


introduce new box toe and counter | 


materials. 


RETIREMENT HONORS: Sal- 
aried employees of John R. Evans 
& Co., Camden, N. J., tanners, paid 
tribute to their retiring secretary, 
Winfield S. Wilson, dinner. 
They presented him with a set of 
golf clubs. Wilson, who joined the 
company 43 years ago as a tannery 
worker, will continue as a director 
of the corporation. 


at a 


Hack (right) 
third annual 


Ripple Sole inventor Nathan 
arrives in Tucson, Ariz., for 


Ripple Sole Week promotion. With him is | 
three | 


Oscar Montano, chairman of all 
“weeks,” who later received a ‘Ripple Sole 
Hall of Fame Award” for merchandising 
skill. Montano is a shoe buyer for Levy's 
Deportment Stores. 


| partment 


He | 





DEATHS 


56, 
the 
, it 


STANFORD N. PHELPS, 
former president (1947-58) of 
old W. B. Coon Co., Rochester, N 
manufacturers, and more re- 

head of the accounting de- 
at Wayne State Univer- 
sity, Detroit; Jan. 27, in Detroit. 


shoe 
cently 


DANIEL M. COLLIER, 55, board 
| chairman of the Dan Cohen Ce., Cin- 
cinnati-headquartered shoe chain op- 
eration; Feb. 6, in Cincinnati 


JOSEPH ROSEN, 64, shoe buyer 
|for National Bellas Hess, New 
York group syndicate, 
from 1919 to of a 
heart ailment. 


O. H. STARNER, 91, retired pres- 
ident of the Carlisle Shoe Co., Car- 
lisle, Pa., and a veteran of 45 years 
in the industry; Feb. 10, in Car- 
lisle. Mr. Starner held patents on 
shoe construction. 





buying 
1957: Feb. 8, 


HERMAN N. DAVIS, 56, 
surer of the Ideal Shoe Co., Phila- 
| delphia wholesaler, and a founder 
and former president of the Phila- 
delphia Shoe Club; Feb. 2, in Phila- 
delphia. 


O. H. KUHN, former associate of 
Miller-Jones Shoe Co. and the H. C. 
Godman Co.; Feb. 1, in Miami 


MRS. MAX SLIVKA, 51, co-owner 
of Slivka’s Shoes, a retail firm on 
Chicago’s North Side; Jan. 19, in 
Chicago. 

ROBERT F. THOMEY, 62, 
of a store in Kenosha, 
recently, in Kenosha 


JOHN C. JULEY, 77, former part- 
owner of the Sager-Juley Shoe Store 
in Bay, Wis.; 
Green Bay. 


A. E. (EARL) HECTOR, 64, head 
mode! maker salesman for 
Sterling Last St. Louis 
since 1956 and a veteran of 42 years 
in the last business; Jan. 16. 


trea- 


owner 


Wis., 


shoe 


Green recently, in 


and 
Corp. in 


SWOBODA, 58, 
president of H. Swoboda & Son, 
| Ine., Philadelphia horsehide tan- 
nery and a subsidiary of the Wil- 
liam Amer tanning firm; Feb. 7, in 
Philadelphia, after collapsing at 
work. 


GUSTAVE P. 
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Bone sales may near those of black patent 


Early spring buying was hes- 
itant but the trend shows 
bone has again captured the 
favor of the women. Shade 
variations add to the sales. 


BOSTON 

For the fifth year in succession, 
Boston retailers expect bone to be 
a leading color in women’s spring 
styles. A few believe it may sell 
better than black even in the early 
part of the season. 

One leading high-style merchant 
has been trying out what he feels 
is an improvement on pure white. 
He describes it as white with a 
faint tinge of bone. He hopes to 
get considerable sales volume on 
the color following the earlier de- 
mand for black and the beige fam- 
ily, including the newer coffee cream 
shade. 


Buying was hesitant—-Most re- 
tailers say early spring buying be- 
gan on a hesitant note during the 
latter part of the second week in 
February. It showed spurts of ac- 
tivity thereafter on days when the 
weather was favorable. 

Stores carrying middle-of-the- 
road styles sold black patent, bone 
and navy in that order. There were 
a few calls for red wedge casuals 
and side-tie oxfords. Pumps also 
were good and a few sales were 
made of ties with mesh foreparts 
also in black and navy. 


Different stories High-style 
shops differed markedly in their re- 
One retailer in the 
section said the season opened with 
closed-toe and closed-heel pumps in 
staple black patent and with bone 
off-whites as promotional 


colors. 


ports. sack Bay 


and 


In the downtown shopping dis- 
trict, another high-style retailer 
had mild but encouraging response 
to a promotion of wedge casuals 
with open toes and heels. These 
were bought in multicolors in 
smooth leather, in white suede and 
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in white, beige and black linen. 
This latter style carried vamp dec- 
orations in the form of embroidered 
flower designs in contrasting col- 
ors. 


St. Louis: Dealers hope 
colors will sell for Easter 


Spring displays of women’s shoes 
in St. Louis are colorful and cheer- 
fully appealing. Dealers have high 
hopes for the pump for 
Easter. Already a few pairs of lav- 
ender kid closed pumps, pastel 
green open-back sandals and bone 
simulated strawcloth spectators are 
moving. 


colored 


is the best selling 
and it 


Black patent 


women’s color at present 


Mie 
srerrarive 


wecond floor 


Plenty of white space and the layout of the 
copy draw the reader's attention to the new 
black patent spectator on a high stacked 
heel. Slick advertising helped make slick 
spectoting “buy-words’ at Neiman-Marcus, 
Houston. 


is expected to remain so for the 
next six weeks. 


Cutouts are featured—The favor- 
ed patterns feature vamp cutouts, 
quarter cutouts and faille fabric 
bow-twist vamp detailing. Vamp 
portholes are proving popular also 
in matronly walking pumps of 
black patent with a V-shaped toe 
opening. 

Sone, coffee cream and gardenia, 
alone or in combination, may come 

equalling black patent 
one women’s buyer says. 
well over the ex- 
pected ratio to patent. Handbag 
departments have stocked 25 per 
cent more bone bags this year than 
last. Both navy blue and red have 
been cut. 


close to 
volume, 
3one 


sales are 


They eye and buy—As for the 
triple point the 17/8 
pump, buyers say, “Women eye it, 
try it and buy it—happily.” 
during the first two 
months has been poor. Downtown 
retailers, fighting the park-n-shop 
suburban centers, were defeated by 
heavy snows. The one good result 
that men’s stormwear—the 
high kind—sold in volume. 

The stores suffered 
least. Women’s smooth leather 
8/8 wedge black 
bone; teenage black smooth and 
red smooth shell skimmers with 
buckle trim; men’s black grained 
straight tip brogues and teen boys’ 
blackened brown handsewn 
lers topped suburban sales reports. 
Children’s dealers sold replacement 
pairs and stormwear was sold out. 


needle on 


Business 


was 
suburban 


casuals in and 


strol- 


Miami: Bone challenges 
white for top sales spot 


Bone is the color picture for the 
Miami area and some buyers feel 
it may edge out white here for 
Easter. Leather is preferred over 
luster leather and the basie pump 
remains on top in style preference. 

Black patents are still strong 


97 





and some pastels are beginning to 
move. One large department store 
reports interest in gray and green 
luster leathers. 

A downtown store reports that 
purple and lavender shades are the 
strongest of the pastels now sell- 
ing. 

In another downtown Flagler 
street store, bone got competition 
from china doll blue and strawberry 
The Easter predictions here 
were that white and bone would 
lead the and spectators 
would be the style favorite. Cus- 
tomers were showing some interest 
in opened-up shoes and a great deal 
of interest in an Italian opened-up, 
pearlized shoe in bone and white 
with a new curved heel. 

One department store buyer said 
the women liked pastels in orange, 
pink and printed 
fabrics. 


red. 


colors 


and blue also 


Chicago: Women still 
prefer mid-heel styles 


Black patent and bone continue to 
dominate Chicago women’s prefer- 
ences for spring. For many stores, 
these colors account for 50 per cent 
of the spring buying. 

Although women favor the plain 
pump, peau de soie trims around the 
collar or over the vamp are gaining 
in interest. 

There is some demand for luster 
calf in leaf green, lilac, birch blond 
and for cream calf. One buyer pre- 
dicted red would be a sleeper this 
spring. 

The focused 18/8 
heels. One large independent reports 
85 per cent of his women customers 
want the mid-heel. In stacked heels, 
now a favorite, heel preferences go 
down to 12 8. The tapered toe is now 
extending popularity to the 
casuals. A favorite is a flattie in 
red, bone, driftwood or black. 

Flexibility is the keynote in men’s 
And, there is an inter- 
est in medallion wing tips. Black is 
the predominant color, but one popu- 
lar-price store noted a trend toward 
black and 


trend is on 


its 


preferences. 


two-pair purchases—one 
one brown. 

In children’s shoes, the favored 
shoe for girls in sizes 8's to 4 is a 
swivel-strap black patent slipper. For 
play, demand is strong for a two- 
strap brown oxford. Girls, however, 
switch to flats at the 10-year mark. 
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Detroit: Strength is seen 
in the pale green shades 


Black patent triple needle pumps 
in 21/8 and 23/8 heel heights are 
the top sellers in the women’s dress 
shoe lines, according to Detroit re- 
tailers. 

Second place is held by the pale 
shades of bone and ivory calf. Many 
retailers report reorders of both 
black patent and bone. 

Also popular are dress pumps in 
black patent trimmed in matte calf 

and vice versa. And, the pale green 
shades, such as seafoam and moss, 
are selling well. The greens are ex- 
pected to be strong Easter items. 

In the growing girls’ dress shoe 
return to the 
unadorned Mary Jane 


category, a classic 
black patent 
one-strap is noted. This has been re- 
ordered in the 61% to 12's size range 
by many stores in the area. In the 
12'» to 4 size range, patent pumps 
and straps on a modified tapered-toe 
last are selling best. Also in this 
size range, one-eyelet ties in glove 
leathers are quite popular with the 
junior miss. 


Atlanta: New spectators 
may up transition sales 


While there is no doubt, based on 
early spring sales reports, that black 
patent is the top selling item in At- 
lanta, feeling that the 
newly designed spectators may put 
pep into the period between spring 
and summer. When summer comes, 
however, white will take over. 


there is a 


Black patents are selling best in 
24 8 heels in the better stores. The 
18 8 heels and higher are selling in 
lower-price stores. Bone is good 
18 8 stacked heels. The darker 
has 


with 
bone, called coffee cream, been 


moderately good. 


Washington: Snow helps 
retailers sell stormwear 


The only footwear selling in 
Washington during the first half of 
last month Customers 
bought whatever they could find, but 
rubber boots with fur tops, all-rub- 
ber flat-heel boots and nylon boots 
with rubber bottoms moved off the 
shelves first. 


was boots. 


Women’s 
smattering of 


retailers report 
activity in 


only a 
spring 


styles and most sales are too 


spotty to note a trend. 


say 


One retailer, however, reports re- 
orders of bone, black silk, combina- 
tion black patent and calf and a 
blond shade between coffee cream 
and bone. He also reports good sales 
of plain black patent. The demand 
is strongest for 17/8 and 18/8 heels. 
This retailer adds that the demand 
for the 12/8 heels warrants stocking 
them. Stacked heels are still selling 
but are not a big part of the spring 
picture, claims this shoeman. 


Houston: Bone and black 
are one and two here, too 


It's “Go Texan” time in Houston 
And, this means everybody dresses 
the part while the rodeo is in town. 
The result? Cowboy boots are selling 

But, women’s fashion shoes aren't 
getting the same shot in the arm. 
While and departments are 
alive with colorful spring shoes, cus- 
tomers are few. Hopes are high for 
this month, however. 

Early sales show bone and black 
patent still in one-two order. Black 
patent on stacked heels has been im- 
the coffee cream and 
bone have 


stores 


portant and 


custard shades of been 
selling. There have been early calls 


for 


retailers 


and green, although most 
have bought these colors 


navy 


sparingly. 

The 12 8 stacked heel casual 
sold well in all leading departments 
and has been reordered at least twice 


has 


In most. 


Los Angeles: Shoemen 
bought light for spring 


In spite of the unemployment in 
California, 
still buying 


Southern customers are 

Retailers in the Los Angeles area 
say they bought lightly on early sea- 
son orders so they could see what 
was in demand before stocking the 
shelves. 

Fashionwise, high-heel bone pumps 
have been seliing. Dyeables continue 
strong and, in casuals, multicolored 
flatties 
dominate requests. 


and lighter colors seem to 

In children’s stores, the strongest 
items for young girls are black nylon 
velvets. The boys are wearing black 
oxfords. The main Easter 
items are black dress shoes. 


basic 
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Late ordering may tax instock departments 


Shoe plants add to the un- 
employment in St. Louis, 
but manufacturers expect a 
surge of reorders with ar- 
rival of warm weather. 


ST. LOUIS 


little 
more to cheer about now than they 
did a month ago. Orders for spring 
and summer shoes and reorders on 
much 
steadier and heavier rate than they 
were, 


Manufacturers here have a 


basics are coming in at a 
Tabulations of weekly order 
activity against corresponding weeks 
of 1960 are comparing more favor- 
ably than they did in late January. 

St. Louis 


blame 


producers continue to 


wretchedly weather 
for much of the retail] slump across 
the nation. They predict that as 
weather warms and Easter looms 
retailers may be obliged to 
through reorders in sizable 
volume. Instock departments may be 
hard-pressed. A backlog of demand 
exists at retail, some producers say, 
although others say that there is no 
such thing as a backlog of demand. 


severe 


near, 
send 


Adding to unemployment — Pro 
or con, general line houses and wo- 
men’s houses are not operating at 
capacity. 
with 


The shoe industry, along 
automobile 
sembly and other heavy industries, 
is contributing to the seriousness of 
St. 


construction, 


as- 


the local job situation. Louis, 
with 8.4 per cent of its labor force 
unemployed, has been listed as one 
of the national critical areas. About 


73,000 are unemployed. 


wage hikes? 
are absorbing a wage increase al- 


More Producers 
ready, with new union contracts now 
in effect. 
to absorb further wage increases if 
Democratic administration plans 
New ma- 
terials and pared-to-the-bone oper- 
ating costs may become mandatory 
if major producers are to keep shoe 
prices at their established levels. 


Producers may be in line 


materialize. fabrics, new 


A good Easter volume at retail is 
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forecast by brand houses here. 
Children’s makers are generally run- 
ning ahead of their last year’s order 
volume in pairage but not 
sarily in profits. The juvenile cate- 
withstanding the 
and recession setbacks sturdily. 


neces- 


gory is weather 


Boston: Bookings slip 
for women’s dress shoes 


The reverse side of the coim was 
New England 
manufacturing circles during the 
third February. Whereas 
earlier in the month orders had been 


uppermost in shoe 


week in 


received in encouraging volume, 
later bookings for women’s dress and 
novelty shoes fell off. 

This, according to trade observers, 
is merely another way of saying that 
retailers, faced with uncertain busi- 
prospects and having 
mined, therefore, to buy from hand 


ness deter- 
to mouth, may be expected to con- 
the 


tor 


tinue that practice at least 
time being. 


Are factory stocks necessary? 
And this poses a problem for the 
manufacturer of makeups: Should 
and build up factory 
stocks or should he adhere to his 
normal policy of making only 
against orders as received and hope 
he can meet the “ship ‘em tomor- 
row” 


he gamble 


requests of his retailer cus- 
tomers? 

Firms who for years have oper- 
instock 
in a better position than the make- 
up companies. Many if not most of 
them are currently reasonably busy 
getting ready for the expected post- 
Faster demand. Makeup houses are 
trving to stimulate 
offering promotional and 
tricky vamp treatments, also dye- 
white Prominent in 
this picture, also, are the off-whites 
in leathers. 


ated as resources are now 


business by 
colors 


able fabrics. 


Swing to casuals—Men's manu- 
facturers, as previously noted, have 
shipping more casual 
and fewer dress types than during 


been shoes 


the same season last year. 


shoe 


hand, have re- 


children’s manufac- 
the other 


ceived more orders for staples than 


Some 


turers, on 


for casual types—mostly black pat- 


ents, conservatively styled brown 
oxfords and whites. They expect a 
later demand for the patch saddle 


so popular last spring. 


Milwaukee: Mail orders 
show a small increase 


Factories here report spring de- 


liveries continuing to hold at a 


fairly good pace. Business is good, 
“but not rushing.” 
Word of slight 


weeks at some plants is balanced by 


declines in recent 


several reports of sales running 
ahead of last year. 

But, all report some apprehension 
over the reports of spreading unem- 
ployment. Layoffs and the psycho- 
logical side effects of recession talk, 
executives say, are exacting a no- 
ticeable toll at the retail level. Some 
have 
four-day weeks. 

Mail shown a small 
increase. In general, front offices 
claim their spring business has been 
filtering in late. Dealers who showed 


local plants been scheduling 


orders have 


reluctance to place spring orders in 
November and December are coming 
through now. 


Los Angeles: Ordering 


benefits instock houses 


Many local 
that West Coast reorders are show- 
ing strength; that the 
mild winter this whole area has had 
has kept people buying. 

These 
early 


manufacturers state 


increasing 
with the 


instock 
houses to record a spurt in business. 


factors, together 


Easter, have caused 
Many a buyer apparently decided a 
month or two ago to order lightly, 
make a sampling of public accep- 
tance and then rely on buying from 
instock houses to fill in. 





SALESMEN ON THE ROAD WW by vivian ANDERSON 


Inventory control is part of the traveler’s job 


“Controlling the inventory is part 
of the selling job that a traveler 
must do,” says a recent “Operational 
Know-How” lesson of Independent 
Shoemen, addressed to shoe travel- 
ers. 

“Many a merchant has gone broke 
because he was allowed to buy im- 
properly,” the letter points out “The 
salesman who loads the retailer to 
the choking point has done an in- 
justice to the merchant, his factory 
and himself. Knowing the real 
money - makers in your line, and 
placing them properly and at the 
right time, is a prelude to good 
merchandising .. . 

“A poor job by you in the inven- 
tory area can result in the merchant 
having ‘no buy’ on your line of shoes. 
The result is loss of for all 
concerned.” 


sales 


See what sizes sell 
advises: “When 
your new line each season, make sure 
you do not duplicate types in a mer- 
chant’s store that will ‘obsolete’ his 
present stock.” 


I.S. presenting 


Careful observation of the sales 
experience by sizes of each particu- 
lar merchant is essential, the letter 
warns salesmen, adding that the 
merchant who is allowed to get too 
shallow on “heart” sizes is going 
to lose sales. The real challenge to 
the traveler is: What is too much, 
what is too little and what is just 
right? Locality and nationality of 
clientele can have a great bearing, 
too, on the sizes and widths that 
will be the predominant sellers. 

“When you have set up a basic 
buying plan with your retailer,” IS. 
urges, “make sure he puts the plan 
down on paper and keeps it for quick 
reference. On each visit to his store, 
review the plan and then carry it 
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out with careful adjustment as to 
trends and conditions.” 


Now, ‘travel for fun’ 


Norton R. Thompson of Okla- 
homa City, a shoeman for 48 years 
and a traveling representative for 
Inc., since 1939, has re- 
“starting to travel 


Genesco, 
tired and is 
for fun.” 

He has been 
honored by South- 
westernShoe 
Travelers Assn. 
with a life mem- 
bership. He has 
been a member for 
23 years. 

Thompson start- 
ed his career in 
1912 as a stockboy 
in the shoe depart- 
ment of Rich’s in his native Atlan- 
ta. Later he was sent to Texas 
by the Thomas G. Plant Co., 
Atlanta, and for 25 years was 
identified with the firm’s retail 
stores in Fort Worth, Houston and 
Waco. 

In 1939 he joined the Sewanee 
division of Genesco (then General 
Shoe Corp.) as a traveler. He sold 
Fortunet and Cover Girl shoes for 
its Glendale Shoe Co. division in 
recent years, covering Oklahoma, 
Arkansas and Louisiana. During all 
this time Thompson has been living 
in Oklahoma City at 2852 N.W. 20th 
St. His two married children will 
be new travel incentives: One lives 
in New York, one in Chicago. 


NORTON THOMPSON 


Far-flung territory 


Norman W. Johnson, southern 
California sales representative for 
Freeman Shoe Corp., has taken on 
an added (but pleasant) responsi- 
bility. He has added the State of 


Hawaii to his territory and will 
make periodic trips to the islands 
to work with accounts there. At 
other times, he will work with Free- 


man dealers in Los Angeles. 


They're helping boys 

Two salesmen who 
hours off the road in boys’ work won 
for their efforts in 


spend their 


recognition re- 
cent weeks. 
Frank M. 
Shoe Co., was 
Scout leaders in the seven counties 
comprising the Denver Area Coun- 
cil (and representing 23,000 scouts 
elected to the Silver Beaver Award 
Phillips is a field commissioner, 
training Boy Scout commissioners 
in the He has 
in Boy Scout leadership since 1933 
himself a 


Phillips, 
one of 


Winth rop 


nine Boy 


area. been active 


and prior to that was 
scout. 

Arthur W. Beeson of Lansing, 
Mich., district representative of the 
Green Shoe Mfg. Co., was elected 
president of Big Brothers of Lans- 
ing, Inc., a Red Feather agency 
which offers help to fatherless boys 
between ages 8 and 17, regardless 
of religion, race or nationality 


On the way back 


Mike Garry, a representative of 
Freeman Shoe Corp., has been at 
his home in Inverness, IIl., near 
Chicago, recovering from a heart 
attack. Garry was in Beloit, Wis., 
when he was stricken. 


Lucky Friday 13th! 


Chuck Harris of Littleton, Colo., 
sales representative for Florsheim 
Shoe Co., believes that Friday, the 
13th, is a lucky day. Why? A son, 
Mark Jeffrey, was born to the 
Harrises on that day in January. 


Boot and Shoe Recorder 





THE LAST WORD 





Heels lose soles 

Communist East Germany’s 
weekly humor magazine says it has 
appealed to the authorities for bet- 
ter shoe cement. The magazine says 
it has received numerous letters 
from readers complaining that their 
soles keep falling off. 


Spaatz with boots and a tux? 

Gen. Carl A. (Tooey) Spaatz, for- 
mer Air Force chief of staff, com- 
promised with convention by wear- 
ing military field with his 
tuxedo to a Washington reception 
during the recent heavy snow. 


boots 


This ought to rock 
back on their heels 

Four-inch heels 
men’s legs look 


the ladies 


make wo- 
shapely, a 


may 
more 


New Orleans foot surgeon said, but 
women who wear them are inviting 
misery. Dr. Harry D. Morris, sur- 
geon and professor of clinical or- 
thopedics at Tulane University 
Medical School, said that a recent 
survey by the University of Roch- 
ester, N. Y., showed that if a 125- 
pound woman wears even 1'-inch 
heels, she is putting 16 pounds of 
weight on the balls of her feet. If 
she wears 4-inch heels it increases 
the weight on the balls of the feet 
to around 60 pounds. 


NOT in black 

Calling all leather companies! 
Casting about for new color names? 
Here’s our vote for a most compre- 
and ladylike list of sug- 
Cherry Bud, Harmonious 


hensive 
gestions: 


Music, Beautiful Cloud, Pure Dia- 
mond, Jade Orchid, Luminous 
Cherry, Cherry Branch, Swallow of 
the Cloud, Bright Dawn, and Golden 
Orchid. These are English transla- 
tions of the names of the 10 daugh- 
ters of Ngo Dinh-Luyen, Viet Nam- 
ese ambassador to Britain. 

The ladies will flock to the shoe 
stores and demand pumps in 
Swallow of the Cloud. 


How about coffee? 

Dr. Alfred B. Alexander of Lon- 
don, England, advises motorists who 
are afraid of falling asleep at the 
wheel to take off their shoes and 
socks. In a letter to the British 
Medical Journal, he said that driv- 
ing with bare feet was a good rem- 
edy for pulling out of a snooze. 


Where to Buy 





JOBS 


JOBS 





IRVIN RUBIN 


Highest Prices Paid 
Complete Shoe Stocks 





Men's, Women's and Children's 
For Quick Action, write, wire or phone collect 


80-82 READE STREET, N.Y.C. 7, N. Y. 
Barclay 7-7887-8 


The House of Jobs 


Will Buy Your Close Outs 
Short Leases Assumed 











BOX HANDLERS 





4ONG ARM* 


Speed 


Easter 
Sales 


Long Arms stove you 
TIME. Yow get the shoes 
from the high shelves aes 

wicker, easier, sofer 
thon by any other method. Long Arms with 24”. 
'. o and 60" handles, $3.95; with 72° 
handies, $4.95. Postage prepaid in USA. Specify 
handie length desired and if for men's or 
women's boxes. Your jobber or 


CARL BEEMAN 
Cedar Heights Rd Stamford, Conn 
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For 


CANCELLATION 
STORES 


Quolity Brands 


Headquarters 
j 


Lowest Prices 


Lorgest Stocks All Price Ranges 


Fine SFectwene 
MOSINGER- COHN 


MA 1-3363 











JOBS 


You can depend on 
WEIL for your best 
buys in Jobs and cur- 
rent Cancellations. 
WEIL always has 
big stocks of quality 
Branded Footwear 
direct from famous 
brand factories, At 
a Price. 

"While in town see Weil” 


New York Sample Room: 
138 Duane St., NYC 


Quality shoes since '$2 


M. K. WEIL 


Shoe Company 


1215 Washington Ave. 
$t. Lovis 3, Missouri 





Stixteen shoes for teenagers 


TEEN GIRLS are positive thinkers. Many of them 
don’t belong in the women’s shoe departments. Yet 
teen girls shy away from children’s shoe departments 
for fear that they may get mixed up with a gang of 
“square little kids.” 

To give teens a shop-spot where they would be 
happily off to themselves, yet tied into stock areas 
where both children’s and teen pairs are shelved, 
Stix, Baer & Fuller’s Westroads branch store in St. 
Louis county recently remodeled, relocated and re- 
organized its children’s and teen selling tactics. 


"“Stixteen Shoes” get prominent play at Stix, Boer & Fuller's recently 
remodeled juvenile shoe department on the second floor of the store's 
Westroads branch in suburban St. Louis. The louvered doors lead to 
the stock area and the structural post weors a circular padded seat. 


Relocation was the first step. The former depart- 
men. was a small square alcove-type space off the 
beaten traffic path. Decor was definitely juvenile. 
The new department—T-shaped—has been pulled out 
from the wall and comes off of the floor’s major traffic 
artery. Shoes are efficiently sandwiched between 
boys-through-teens wearing apparel on one side, girls- 
through-teens wearing apparel on the other. 

This shoe department location has really paid off in 
extra importance for the footwear carried, extra util- 


give ORCHIDS at your 


next promotion 
FRESH FROM HAWAII, 
AS LOW AS 10¢ EACH! 
That's right. For as 
little as 10¢ each 
fresh Vand ¥ rchids 
direct from Hawa 
in time for your 
next sales promotion 
The perfect way to say 
“Aloha” to the ladies, 
whose sales-deciding powers 
. are no secret. Orchids may be individually 
shh boxed. Write now for complete price list. 
670 S. Lafayette Park Pl, CZ FF os 
ati ilies tie can C Wy 4 
Los Angeles 57, Calif. « DU 8-5106 ™ Th wer oS - Hawai 
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ity and extra concentration on the teen business not 
possible under the alcove arrangement. 

There are 36 chairs in the new location: scarcely 
more than in the original site. The air of the shoe 
department, however, has changed completely, from 
“hide-away” to “here-I-am.” The improvement is 
tremendous. 

Youngster-with-mother traffic flows smootlily to the 
department entrance and stops at the eyecatching 
cage display units featured there. The teen section 
occupies the crossbar of the T. Teen-without-mother 
traffic flows in naturally from the teen apparel coun- 
ters immediately adjacent. 

Several months ago, Stix, Baer & Fuller coined the 
Stixteen, gave it stature through advertising 
and gave it a push toward making it a St. Li 
shoppers’ “buy-word.” The coined name is enviably 
apt. “Stixteen Shoes” 
letters against a white simulated brick wall over one 


word 
uis teen- 
brass 


appears in prominent 


teen self-selection table and suburban teenagers flock 
toward it. 

The Westroads 
William G. Jennewein and 
Major brands carried include SB&F’s 
Soda Robin Hood, 
Mode-s, 
Puppies, Texas 


goods. 


shoe department is managed by 


has a staff of eight. 
wn brand, 
Robinette, 


Ped- 


cowboy 


Set, plus Stride Rite, 
Bally, 
Hush 


Rubber 


Alexis, Spalding, 
Nite-Aires, 


U. S. 


Dress Ups by 


win Jrs., 


boots, and 


‘Children’s Day’ Draws Traffic 


from the 
Ltd., 


footweat 


MEN'S women’s cleared 
floor and al] of the selling 
State College, Pa., 
during an unusual one-day promotion 
During “Children’s Day,” Kresge 
Harper, the miniature 
tables and a soda bar from which they 


and shoes were 


space at Bostonian 
was devoted to children’s 


Guy and Jack 


store owners, installed picnic 
served refresh 
ments and distributed balloons and other items 

The promotion was so much of a success, Mr. Kresge 
and Mr. Harper are planning to stage a similar one 
each season. The local newspaper devoted one editorial 
column to the event and the local radio station offered 
to match commercial time to promote the next “Chil- 


dren’s Day.” 





IMPORTANT NOTICE TO SUBSCRIBERS 


Changes of address require four weeks’ notice. 
Notify your Postmaster and BOOT AND SHOE 
RECORDER Circulation Department at the earliest 


possible moment. 


When ordering change, INCLUDE IM- 
PRINTED STRIP showing exactly how magazine is 
now addressed. This will enable us to put the change 


please 


into effect with a minimum of delay. 
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Wanted to Purchase 








FOR CLOSE-OUTS of 

YO -T 

rie M ORE MEN'S, WOMEN’S and [epaeiniieedhs 1s 
CHILDREN’S SHOES igs “g 

YOU GET Complete Stocks and re 


ASL Stores Solicited Pe pg 


At All Times. 








B. & R. PAYS THE LIMIT 


WEBUY CLOSE OUTS 
COMPLETE SHOE STOCKS 
LEASES ASSUMED 


YOUR NAME PROTECTED HI 
B.&R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 














WE PAY MORE because WE ARE RETAILERS 


WE BUY MEN'S, WOMEN’S AND CHILDREN’S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 








HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 


Mox L. Meltzer, Pres Ivanhoe |-9830 








tee SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Write or wire for fast ae 
them ..-: quality men's, 
women's and children’s shoes. 


~ be a ae FOR OVER 46 YEARS 


MOSINGER- COHN 


Ma 1-3363 


Seth Gaffin Shoes 


14 DUANE ST. 
NEW YORK 13, N. Y. 











TOPPS PAYS THE TOPS 


WE ARE RETAILERS 
We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 
TOPPS SHOE STORE 


4116 Bergenline Avenue 
Union City, N. J. 


Phone or Wire Collect 


UNion 3-6413 





WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlnut 5-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 














KELLY PAYS TOP PRICES 


CLOSE OUTS COMPLETE SHOE STORES 
ODDS AND ENDS 
Men's, Women's, Children's Shoes 
and Rubber Footwear 
Buyer available within 24 hours after contact 
KELLY SALES INC. 


1139-41 South Jefferson 
Phone or Wire Collect 


Chicago, Illinois 
Wabash 2-3797 








M. STOFF and CO. 
CASH FOR SHOES 


Closeouts—Complete Stores 
Phone or Wire Collect 


137 West B’dway New York City 
Tel. Beekman 3-0141-2 








FACTORY MANAGEMENT 














HEVERLE and HAY 
121 North Broad Street 
Philadelphia, Pa. 
Specialists in Leather Saving, cutting 
control, and all shoe management 


problems. 
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Classified and Want Ads 








SALESMEN WANTED 








WE NEED SALES REPRESENTA- 
TION FOR AN ESTABLISHED 
NEW ENGLAND territory. Age 
is no factor if you are energetic, 
thorough and can sell quality 
merchandise. Commission and/or 
salary to be arranged according to 
individual and abilities. Replies 
held in strictest confidence. 

Reply to Box 841, BOOT & SHOE RECORDER 

Chestnut & Séth Sts. Phila. 39, Pa. 


REPRESENTATIVES 
WANTED 

















NEW ENGLAND MANUFACTURER OF 
POPULAR PRICED MEN’S dress, casual 
and work type oxfords and boots, seeks tor 
salesmen for two choice territories. 1. Tilinois 
i ling Chicago and Indiana. 2. Florida and 
Alabama Salesmen residing in territory and 
well-established in retail trade. Apply in ful 
confidence, giving complete details. Reply to 
Box 849, Boot axp Soe Recorper, Chestnut 
& 56th Streets, Philadelphia 39, Penna 





JUVENILE SHOES SALESMEN WANT 
ED FOR QUALITY LINE PREWELTS 
CEMENTS AND BONWELTS. Stock and 
makeups Territories open Oklahoma and 
Texas, Tennessee, Arkansas and Mississippi 
Commission basis, side line no objection 
pportunity. The Kepner-Scott Shoe Co., In 
Orwigsburg, Pa 





UVENILE AND GROWING GIRLS 
SHOE LINE AVAILABLE FOR AGGRES 
SIVE SALESMAN in Michigan and Indiana 


irawing a be carned 


mt (ar 

nflicting line Reply to F 

xp Soe Recorpver, Chestnut & 
*hiladelphia Penna 


SALESMAN WANTED 
STORE IN NEW 
rences, Experience, age 


to Box 





WANTED TO PURCHASE 


WILL PAY MORE FOR YOUR CLOSE 

TS AND SURPLUS stock than y car 
f you within 400 miles 

anded women’s and iren’s shoes on 





elsewhere i a are 
C. Jones for ash deal, 517 22r 
eet, Galveston, Tex 


WANTED, 
WORN SHOES, * 


Regular purchaser. M 


DAMAGED, REJECTED 
a 5’ nditions. All types 
Newman, 1348 S 

t, Philadelphia, Pa., KI 5-9766 





FOR SALE 


BATES SHOE COMPANY 


America’s Fashion Leader in Men's Dress 
and Casual Footwear has an established 
territory available comprising western 
Pennsylvania and greater Ohio to include 
Cleveland, Columbus, Akron, Youngstown 
and Canton. 


Experienced manufacturers’ representatives 
only, write in confidence outlining experi- 
ence and qualifications, to Mr. Martin 
Neslusan, Asst. Sales Manager Bates Shoe 
Co., Webster, Massachusetts. 


IMPORTS WANTED 








SEEKING ITALIAN IMPORTS 
Attention: Manufacturer or dis- 
tributor of men's shoes. Have 
available a sales potential in excess 
of $1 million annually in U.S.A.— 
$10.95-$14.95 retailers. Reply im- 
mediately. Inquiries kept confi- 
dential. 


Reply te Bex 652, BOOT and SHOE RECORDER 
Chestaut & 56th Streets, PhRiladeiphia 30. Penne 














FOR HIRE 








EXCLUSIVE OR SIDE LINE REPRESENTA- 
TIVES. NATIONALLY BRANDED 


Thomas Shoes for Men in stock. Retail $5.95 to 
$12.95. Alabama, Georgia, Lowisiana, Mississippi, 
Tennessee, Texas. Write Grilliant Brothers Co., 
190 Lincoln Street, Boston, Mass. Full resume, 
photo, references 














HELP WANTED 





VERY HEAVY EXPERIENCE IN 
PHASES WHOLESALE SHOES. Car 
ally handle by himself shipping roon 
hank accommodations Crackerjack executive, 
fine sales ¢ ager, knowledgable buyer. excel 
lent credit University graduate, 39, thor 
oughly terate a articulate. Competent and 
ntereate t 4 evels of footwear Seeks 
mature responsifelities in Southern California 
$18,000 minimum salary requirement Reply 
to Box 848, Boor anno Snowe Recoansa, (Chest 
nut & t St t Philadelphia 39, Penna 





MERCHANTS’ NEEDS 





ADVERTISING SALES POSITION 


Due to the death of an executive, we 
have an opening for a man with sales 
advertising and marketing background to 
join our organization. This will be a per- 
manent position with either immediate, 
or leading to, executive capacity. All re 
plies confidential. Write W. W. Gallaher, 
Vice-President, Musebeck Shoe Company, 
Oconomowoc, Wisconsin. 














SHOES WANTED 





NEEDED: OBSOLETE SHOES 
WHETHER yYOl HAVE s d FEW 
pairs or many pairs you can f great 
service by sending ther r best wa 
collect t Operation ait 225 ast Cook 
Street, Springfield, [lino ry pair will be 
given absolutely free t in the Missior 
Fields of Hait Your on! pe will be the 
eternal gratefulnes f these peopl nd the 

2 — 


Blessings of Our 
Fa 





FOR SALE IN THE HEART OF NEW 
YORK STATE: BETTER GRADE WO. 
MEN’S JUNIOR LINES, Hosiery. handbags, 
established 32 years Ideal location Store 
18 x 80 equipped. Ready to take over. Trad 
ng area of 600,000. Wonderful opportunity 
Reply to Box 853, Boor ann Snore Recorper, 
Chestnut & 5 th Streets, Philadelphia 39, Pa 
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FOR SALE 


WOMEN’S WALKING AND ARCH TYPE 
WORN SHOES WELL RATED AC 
COUNTS. Write Post Office Box 89, Syracuse, 
New York 





PAY OFF / 


Selected to fit 
your needs! 
Ideas that will 
help you get 
real results! 











VINCENT EDWARDS & CO. 
Werld’s Largest Advertising Service Organization 
342 Medison Ave., New York City 


Please tell me more about your news- 
paper ed clipping service and special 
short term trial offer. 


Neme..... 
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Classified and Want Ads 








SIDELINE SALESMEN 
WANTED 


FOOT SOX MFG 
SIDELINE MEN 





HAS OPENING FOR 
FAST MOVING LOW 
EST priced foot covers to wholesalers and re 
tailers. Pocket samples. All letters answered 
Replies confidential Reply to Box 831, Boor 
axp Snow Recorpes, Chestnut & 56th Streets, 
Philadelphia 39, Penna 


MANUFACTURER'S ESTAFLISHED 
LINE OF MEN’S AND BOYS’ LEATHER 
SLIPPERS, SANDALS. Popular priced. Reply 
to Box 850, Roor ann Snon Recorpes, Chest 
nut & S$6th Streets, Philadelphia 39, Penna. 


SIDELINE SALESMAN TO CARRY A 
LINE OF SQUARE DANCE and ballet shoes 
All territories ope Coast Ballet 104 Santa 
Monica Blvd Hollywood, California 


MEN 
GIRLS 
DUTY 


In Stock 


AND WOMEN DRESS, GROWING 
ORTHOPEDIC WELTS, NURSES 
Doctor and Nurses Conductive Shoes 

Large hoice ! terntories Send 
resume and references. ANTIOCH Shoe Com 
i 


pany, Goffstown, } 


REPRESENTATIVE TRAVELING 
NORTHEAST AND SOUTHEASTERN 
STATES. ADD TO Line, MEN'S Western 
Shoe. Best made, well advertised. Leads fur 
nished Write Gordon Bros 2488 Palm 
Avenue, Hialeah, Florida 





STORE FOR RENT 


FAMILY SHOE STORE 
\DVERTISED BRANDS 

years. Northern Indiana. Good lease, low 
werhead, Excellent opportunity. Will sell for 
nventory approximately $213,000 Moving to 
Cahfornma Reply to Box 855. Roor ano Suoe 
Recoapea, Chestnut & Séth Street Philade 
hia 39. Penna 





NATIONALLY 
ESTABLISHED 





WANTED TO PURCHASE 








Phone or Write 
WA 5-9533 or WA 5-9927 





TOP DOLLAR from EDDY 


for your 
¢ COMPLETE STOCKS 
¢ CANCELLATIONS 
We're always ready to buy at TOP DOLLAR & SPOT CASH 


EDDY SHOE CO. 
“Always Reliable” 


¢ CLOSE-OUTS 


132 No. 4th St. 
Phila. 6, Pa. 














FOR SALE 


SALESMEN WANTED 








FAMILY SHOE AND CLOTHING STORE 
AND BUILDING. OVER 100 YEARS OP 
ERATION Featuring known and 
advertised brands Only 

thing tore in Weston 
urge seven room apartment upstairs. Contact 


llow Weston, Missouri 


nationally 
exclusive shoe and 


Corner building, 


FAMILY SHOE STORE. NATIONALLY 
ADVERTISED BRANDS 100% location in 
new shopping center Good lease, beautiful 
store with grea potential Located n heart 
f Los Angeles Reply A = 4OW 
Pic Bly Los Angeles 64 California 
VErmont 7 


Colton, 106 


OTHER INTERESTS DEMAND IMMED 

IATE SALE OF MODERN, AIR CONDI 
TIONED Brown Franchise Family Shoe Store 
t hrivit Miami shopping center Established 
Doing $800 weekly. Can double 

uick action with present ir 


1 


ies everything Suniland 
S. Dixie Highwa Mian 


GOOD LOCATION 
ESTABLISHED 
S01 selling Settling 
Rox 847, Boot ann Sor 
t & Sé6th Streets, Philadel 


CENTRAL PENNA 
MEDIUM PRICE SHOES 
er fift R n f 





EXCELLENT SALES 
OPPORTUNITY 


Old Pals, infants’ and children’s 
shoes, has opening for experienced 
salesman in 

ILLINOIS (including CHICAGO) 
Popular $3.99 & $4.99 retailers— 
Complete In-Stock service. Es- 
tablished business — Guaranteed 
Draw. Submit complete resume. 
All replies confidential. For further 
details, Write: 


S. T. Levin, Sales Manager 


GODMAN SHOE COMPANY 
Columbus 16, Ohio 








ORDER 


Chestnut & 56th Sts. 
Philadelphia 39, Pa. 


Here is my want-ad: _ 


BOOT AND SHOE RECORDER 


BLANK 








Name (please print) ... 
Street . 


Please check if box No. is Wanted [] 





Enclosed is Check 0 
Money Order 1 











CLASSIFIED 
ADVERTISING RATES 
UNDISPLAYED 
20¢ a word 
Minimum (18 words) . .$3.66 
Box number, extra... .$2.40 

Your name and address 


charged at word rate. 
Street number one word 


DISPLAYED 
$16 per inch 


Maximum, 46 words te the 
inch. All material must be In 
our office 20 days prior to 
publication date. 


NOTICE: 


Classified Advertising 
Is payable in advance 
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Alden, C. H., Shoe Company 
Allen-Edmonds 
Amer, William, Co. 


Avon Sole Company 


B & R Shoe Company 

Baris Shoe Company 

Bass, G. H., & Co. 
Beckwith-Arden, Inc. 

Berned Shoe Company 

Blue Star Shoes, Inc. 

Brand Names Foundation 
Brooks, William, Shoe Co., The 


3rown Shoe Company 


Cambridge Rubber Company 
(Vul-Cork) 


Camitta Shoe Co. 


Clapp, Edwin, & Son, Inc 


Third Cover 
Compo Shoe Machinery Corp. . .42, 43 
Converse Rubber Company 24 


Curtis-Stephens-Embry Co 


Dow Corning Corporation 


Dunham Brothers 


Eddy Shoe Company 


Edwards, Vincent, & Co. 


Flowers of Hawaii 
Foot-So-Port Shoe Co. 


Freeman Shoe Corporation 


Gaffin, Seth, Shoes, Inc. .... . 103 

Gallun, A. F., & Sons Corp. 40 

Gerberich-Payne Shoe Company 

Back Cover 

Goodrich, B. F., and Hood Rub- 
ber Company Second Cover 

Hempstead Shoe Company 

Heverle and Hay 

Hoy Shoe Co. 


Hubschman, E., & Sons 


106 


No liability is assumed for errors or omissions 


International Shoe Fair 


Jenkins, George O., Co. 


Juvenile Shoe Corporation of 
America, The 


Kelly Sales Inc. 
Knomark, Inc. 


Kreider, A. S., & Son Co. 


Long Arm 


Ludwig Co., The 


Medic Shoe Manufacturers Inc 


Mosinger-Cohn Shoe Co. ...101, 


Ohio Leather Co., The 
O’Sullivan Rubber Corporation 
Par Steel Products 

Pierce, C. S., Company 


Portage Shoe Mfg. Co 


Ripon Funtime Footwear 


tubin, Irvin 


Scott Foot Appliance Co. 
Step Master Shoes, Inc. 
Stetson Shoe Company, Inc., T 
Stoff, M., & Co. 


Surpass Leather Company 


Taylor, E. E., 
Topps Shoe Store 


Corporation 


United Shoe Machinery Corpora- 


tion rr 10, 16, 2 


Vaisey Bristol Shoe Co. 


Virginia Oak Tannery, Inc 


Weil, M. K., Shoe Co. 
Wellco Shoe Corporation 
Weyenberg Shoe Mfg. Co. 


The Last Word 


(CONTINUED FROM PAGE 101 

New thrill 

According to Art Buchwald, get- 
ting vour shoes shined in an Ameri 
can hotel in London is a_ risks 
business. 

Getting your shoes shined in an 
English hotel is a very stodgy af- 
fair. You simply leave them outside 
your hotel room at night and in the 
morning find them shined. There's 
certainly very little suspense to that 

But if you want a real thrill, try 
leaving your shoes outside an Amer- 
ican hotel room at night The 
chances are you'll never find them 
again, and the chances are that not 
even the FBI could ever find them 


Failure 

L. L. Bean, founder of L. L. Bean, 
Inc., Maine mail-order sporting goods 
store with an annual gross of over 
$2 million, was a failure at 40. Then 
as now, he was a storekeeper but 
he liked hunting and fishing better 


than tending the store. Blistered 


feet healed the rift. Because the 
hunting boots of the day made his 
feet sore when wet, Bean took a 
pair of rubbers to a cobbler and had 
him sew leather uppers to them. His 
“Maine Hunting Shoe” is still the 
backbone of his business and one of 
the most popular hunting and all- 
round storm boots used today 


The leather look 

Solid leather floors for executive 
suites are being offered by Leather 
Tile Industries of Hanover, Pa. The 
floor covering comes in 9%-inch 
square cowhide tiles that are ap 


plied to floors with a special ad 
hesive. The maker claims that the 
leather underfooting is firm yet 
cushiony to the step, tough and dur- 
able and can be easily cleaned and 


waxed 


Conscientious shoeman 

The manager of an English shoe 
store after a burglar broke into his 
store and left several pairs of shoes 
scattered about: “We're checking to 
see if the thief found his size.” 


Fore and aft of the quarter 

A St. Louis man was beaten and 
robbed recently by a team of three 
robbers. The escapade netted the 
bandits $30 and one pair of shoes. 
Three into $30 goes $10 each. But 
how did the team divide the shoes? 


Boot and Shoe Recorder 






































A NEW METALLIC PATENT LEATHER 


b , v : ’ 
C ctental 


An exotic new color... subtly combining the warmth of the rose 
with the freshness of Colonial's own metallic patent treatment. 


+ COLONIAL TANNING COMPANY, INC., Boston 11, Massachusetts 








GC-4—BLACK 
GC-14—-ANTIQUE BROWN 


GC-2—BLACK 
GC-12—-ANTIQUE BROWN 


& 


, y 


GC-9—BLACK 
2401—ANTIQUE BROWN 


For Easter Selling: 
Gerberich The Balanced Line 


POINTS UP TOE DETAILS 


IN THESE GOLD COIN STYLES 


Rich | ap 


GOLD COIN 


GC-6—BLACK 
GC-16—ANTIQUE BROWN 


Four fast selling styles from Gerberich's 
strong balanced line for Spring and Summer 
In-Stock to Gerberich Dealers in Boys’ 1-6 and 


Big Boys’ 61-11 size runs 


GERBERICH-PAYNE SHOE COMPANY + MOUNT JOY, PA. 
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